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EXECUTIVE SUMMARY 
 
To ensure a long-term successful product brand, it is important to build brand 
awareness, to reach the consumer’s mind, encourage a consumer to develop a 
preference and eventually provide a positive contribution to consumer 
decision-making. Therefore, there is a need to understand and identify the role of 
brand awareness in the purchase process. 
 
An understanding of students as consumers and their brand awareness is 
important to marketers, particularly as students are recognised as a specialised 
market segment for a variety of products. The research focused on identifying the 
differences, if any, in brand awareness and its role in students’ purchase of 
sportswear clothing and sportswear shoes (high-involvement products) and 
coffee (a low-involvement product). 
 
A drop-off survey was used to collect the required empirical data from a 
convenience sample of 450 students enrolled at the Nelson Mandela Metropolitan 
University. 
 
The empirical findings showed that students were more aware of sportswear 
clothing and shoe brands than of coffee brands. Advertising played an important 
role in the awareness of sportswear shoes and clothing brands, but seemed 
unimportant in the case of coffee. Brand elements were found to enhance brand 
awareness. The brand name was important for coffee, while the name and the 
logo played a role in students’ awareness of sportswear brands.  
 
The study deduced that differences in brand awareness between 
high-involvement and low-involvement products exist among the students. 
Marketers thus need to choose appropriate strategies to create and increase 
brand awareness for the different products. 
 
KEY WORDS: 
Brand  
Brand awareness 
Coffee 
Nelson Mandela Metropolitan University 
Sportswear clothing 
Sportswear shoes 
 
 
 
 
TABLE OF CONTENTS 
 
EXECUTIVE SUMMARY i 
LIST OF TABLES viii 
LIST OF FIGURES x 
  
CHAPTER 1:  RATIONALE AND RESEARCH DESIGN 
 
1.1 RATIONALE AND BACKGROUND TO THE STUDY 1 
1.2 PROBLEM STATEMENT AND SUB-PROBLEMS 5 
1.3 OBJECTIVES TO BE ACHIEVED 8 
1.4 REVIEW OF RELATED RESEARCH 8 
1.5 RESEARCH METHODOLOGY 11 
1.6 DELIMITATION OF THE RESEARCH 14 
1.7 DEFINITION OF CONCEPTS 15 
1.8 ASSUMPTIONS 17 
1.9 SIGNIFICANCE OF THE RESEARCH 17 
1.10 CHAPTER OUTLINE 18 
   
CHAPTER 2:  BRANDS AND BRANDING 
 
2.1 INTRODUCTION 19 
2.2 WHAT IS A BRAND? 19 
2.3 TYPES OF BRANDS 22 
2.4 THE FUNCTIONS AND IMPORTANCE OF A BRAND 24 
2.4.1 The functions of brands for consumers 24 
2.4.1.1 A landmarking function 25 
2.4.1.2 A decision simplification function 25 
2.4.1.3 A guarantee function 26 
2.4.1.4 A personalisation, social and status function 28 
2.4.1.5 A pleasure-giving function 29 
2.4.2 The functions of brands for organisations 30 
2.4.2.1 A communication function 31 
2.4.2.2 A protection function 31 
2.4.2.3 A positioning tool 31 
2.4.2.4 Price function 32 
2.4.2.5 Added value function 32 
2.4.2.6 A capitalisation function 36 
2.4.2.7 Customer loyalty function 37 
2.5 SUMMARY 37 
 
CHAPTER 3:  BRAND AWARENESS 
 
3.1 INTRODUCTION 39 
3.2 WHAT IS BRAND AWARENESS? 39 
3.3 DIMENSIONS OF BRAND AWARENESS 42 
3.4 DETERMINING THE LEVELS OF BRAND 
AWARENESS 
 
43 
3.5 BRAND AWARENESS AS AN ELEMENT OF 
BRAND EQUITY 45 
3.6 ADVERTISING AND BRAND AWARENESS 50 
3.6.1 Brand awareness as a communication objective 51 
3.6.2 Advertising and its role in brand awareness 54 
3.7 THE INFLUENCE OF BRAND ELEMENTS ON 
BRAND AWARENESS 
 
57            
3.7.1 Brand name 58 
3.7.2 Logos and symbols 61 
3.7.3 Slogans 63 
3.7.4 Packaging 64 
3.8 THE ROLES OF BRAND AWARENESS IN THE 
CONSUMER DECISION-MAKING PROCESS 
 
65 
3.8.1 Brand awareness and the consideration set 65 
3.8.2 Brand awareness as a heuristic 68 
3.8.3 Brand awareness and perceived quality 70 
3.9 SUMMARY 72 
   
CHAPTER 4: RESEARCH METHODOLOGY 
 
4.1 INTRODUCTION 73 
4.2 RESEARCH DESIGN 75 
4.2.1 Exploratory research 75 
4.2.2 Descriptive research 76 
4.2.3 Causal research 77 
4.3 DATA SOURCES 77 
4.4 RESEARCH METHODS 78 
4.4.1 Self-administered surveys 79 
4.4.2 Drop-off survey 81 
4.5 SAMPLIING DESIGN 82 
4.6 QUESTIONNAIRE DESIGN 83 
4.6.1 Question types 84 
4.6.1.1 Unstructured questions 85 
4.6.1.2 Structured questions 85 
4.6.2 Pre-testing 88 
4.7 RELIABILITY AND VALIDITY  89 
4.8 DATA ANALYSIS 90 
4.9 SUMMARY 91 
   
CHAPTER 5: FINDINGS OF THE EMPIRICAL RESEARCH  
   
5.1 INTRODUCTION 92 
5.2 DEMOGRAPHIC DETAILS OF RESPONDENTS 92 
5.2.1 Age, gender and ethnic group 93 
5.2.2 Frequency of buying sportswear shoes and clothing 94 
5.2.3 Spending on sportswear clothing and shoes and on 
coffee 
 
94 
5.3 LEVELS OF BRAND AWARENESS 94 
5.3.1 Brand recall 95 
5.3.2 Top of mind recall 97 
5.3.3 Brand recognition 100 
5.4 RESULTS OF THE FACTOR ANALYSIS 102 
5.5 ANALYSIS OF MEAN SCORES FOR EACH 
PRODUCT GROUP 
 
106 
5.5.1 Mean scores for coffee 106 
5.5.2 Mean scores for sportswear clothing 108 
5.5.3 Mean scores for sportswear shoes 110 
5.6 A COMPARISON OF MEAN SCORES ACCORDING 
TO RESPONDENTS’ DEMOGRAPHICS 
 
111 
5.7 SUMMARY 114 
   
CHAPTER 6: SYNOPSIS, CONCLUSIONS AND RECOMMENDATIONS 
   
6.1 INTRODUCTION 117 
6.2 SYNOPSIS OF THE STUDY 118 
6.3 CONCLUSIONS AND RECOMMENDATIONS 120 
6.3.1 Brand functions 120 
6.3.2 Levels of brand awareness 122 
6.3.3 Advertising 124 
6.3.4 Brand elements 125 
6.3.5 Consumer decision-making 126 
6.4 LIMITATIONS OF THE STUDY AND FUTURE 
RESEARCH 
 
126 
   
REFERENCE LIST             128 
 
ANNEXURES: 
ANNEXURE A: QUESTIONNAIRE FOR COFFEE 142 
ANNEXURE B: QUESTIONNAIRE FOR SPORTSWEAR CLOTHING 145 
ANNEXURE C: QUESTIONNAIRE FOR SPORTSWEAR SHOES 148 
 
LIST OF TABLES 
 
TABLE 2.1 
 
FUNCTIONS OF BRANDS AND BRANDING 
FOR CONSUMERS 
 
24 
TABLE 2.2 
 
FUNCTIONS OF BRANDS AND BRANDING 
FOR ORGANISATIONS 
           
30 
TABLE 3.1 ADVERTISING MEDIA SELECTION BASED ON 
BRAND AWARENESS 56 
TABLE 3.2 HOW BRAND ELEMENTS ENHANCE BRAND 
AWARENESS 58 
TABLE 3.3 EXAMPLES OF CHOICE HEURISTICS  69 
TABLE 4.1 A COMPARISON OF PRIMARY AND 
SECONDARY DATA  78 
TABLE 5.1 RESPONDENTS’ AGE, GENDER AND ETHNIC 
GROUP 
 
93 
TABLE 5.2 BRAND AWARENESS ACCORDING TO 
GENDER 
 
96 
TABLE 5.3 BRAND AWARENESS ACCORDING TO 
ETHNIC GROUP 
 
96 
TABLE 5.4 “TOP OF MIND” BRAND NAMES OF COFFEE 
ACCORDING TO GENDER AND ETHNIC 
GROUP 
 
 
97 
TABLE 5.5 “TOP OF MIND” BRAND NAMES OF 
SPORTSWEAR SHOES ACCORDING TO 
GENDER AND ETHNIC GROUP 
 
 
98 
TABLE 5.6 “TOP OF MIND” BRAND NAMES OF 
SPORTSWEAR CLOTHING ACCORDING TO  
GENDER AND ETHNIC GROUP 
 
 
99 
TABLE 5.7 BRAND RECOGNITION ACCORDING TO  
PRODUCT 
 
101 
TABLE 5.8 RESULTS OF FACTOR ANALYSIS FOR 
COFFEE  
 
103 
TABLE 5.9 RESULTS OF FACTOR ANALYSIS FOR 
SPORTSWEAR CLOTHING  
 
104 
TABLE 5.10 RESULTS OF FACTOR ANALYSIS FOR 
SPORTSWEAR SHOES  
 
105 
TABLE 5.11 MEAN SCORES FOR COFFEE ITEMS 107 
TABLE 5.12 MEAN SCORES FOR SPORTSWEAR 
CLOTHING ITEMS 
 
108 
TABLE 5.13 MEAN SCORES FOR SPORTSWEAR SHOES 
ITEMS 
 
111 
TABLE 5.14 FACTOR MEAN SCORES FOR COFFEE 
ACCORDING TO RESPONDENTS’ GENDER 
AND ETHNIC GROUP 
 
 
112 
TABLE 5.15 FACTOR MEAN SCORES FOR SPORTSWEAR 
CLOTHING ACCORDING TO RESPONDENTS’ 
GENDER AND ETHNIC GROUP 
 
 
113 
TABLE 5.16 FACTOR MEAN SCORES FOR SPORTSWEAR 
SHOES ACCORDING TO RESPONDENTS’ 
GENDER AND ETHNIC GROUP 
 
 
114 
 
LIST OF FIGURES 
 
FIGURE 1.1 RESEARCH METHOD 12 
FIGURE 1.2 SURVEY INSTRUMENT 13 
FIGURE 2.1 DIFFERENT TYPES OF RISKS IN BUYING 
A PRODUCT 
 
28 
FIGURE 2.2 THE PRODUCT VALUE HIERARCHY           35 
FIGURE 3.1 THE BRAND AWARENESS PYRAMID 43 
FIGURE 3.2 BRAND EQUITY 45 
FIGURE 3.3 THE BRAND KNOWLEDGE PYRAMID 48 
FIGURE 3.4 IMPACT OF AWARENESS ON SALES IN THE 
COFFEE MARKET 51 
FIGURE 3.5 ELEMENTS OF A BRAND 57 
FIGURE 3.6 THE CONSIDERATION SET AS A SUBSET IN A 
PRODUCT CLASS 
 
67 
 
4.7 RELIABILITY AND VALIDITY  
 
Reliability and validity are important aspects of research. Reliability refers to 
stability and consistency of results from research. In other words, the same 
results could be obtained if the same methods of sampling, questioning and 
analytical measures were applied many times (Chisnall 2005:41). Interitem 
consistency reliability is used to “assess the reliability of a summated scale where 
several items are summed to form a total score” (Sekaran 2003:205). Sekaran 
(2003:205) contends that interitem consistency reliability is “a test of the 
consistency of respondents’ answers to all the items in a measure”.  
 
The most popular test of interitem consistency reliability is the Cronbach’s 
coefficient alpha. The higher the coefficients, the better the measuring instrument. 
The closer the reliability coefficient gets to 1.0, the better (Sekaran 2003:205). In 
general, reliabilities lower than 0.60 are considered to be poor, those in the 0.70 
range, are considered acceptable, and those over 0.80 are considered good 
(Sekaran 2003:205). 
 
Validity refers to the extent to which a specific research method measures “what it 
claims to measure” (Chisnall 2005:41). Construct validity was examined by using 
factor analysis.  
 
 
 
4.8 DATA ANALYSIS 
 
After the data have been collected, the next step in the research process is data 
analysis. The purpose of this analysis is to interpret and draw conclusions from 
the collected data. The researcher can use a variety of techniques, such as 
simple frequency analysis (percentages), descriptive sample statistics (mode, 
median, mean, range, standard deviation) or complex multivariate techniques 
(Gates & McDaniel 2005:65; Hair et al 2000:42). 
 
In the current study, the raw data was captured in MS Excel and analysed by 
using the statistical programme Statistica Version 6.1.  The data was analysed by 
using descriptive statistics and factor analysis. 
 
Factor analysis is a data and variable reduction technique that attempts to 
“partition a given set of variables into groups (called factors) of maximally 
correlated variables” (Parasuraman, Grewal & Krishnan 2004:523). A principal 
factor analysis with VARIMAX rotation was conducted on the 35 items measuring 
brands and brand awareness among the NMMU students with respect to coffee, 
sportswear clothing and shoes. Only factors with eigenvalues equal to or greater 
than 1 were considered significant and chosen for interpretation in the current 
study. Items with a score lower than 0.4 were excluded. In this study, a five-factor 
solution was deemed most appropriate, despite the fifth factor being omitted from 
further analysis because of the low item loadings. The results of the factor 
analysis will be reported in Chapter 5. 
4.9 SUMMARY 
 
This chapter discussed concepts such as research design, data sources, 
research methods, sampling design, questionnaire design, reliability and validity, 
and data analysis. 
 
Research design can be classified as exploratory, descriptive and causal. A 
descriptive design was deemed as most suitable for this study. Data sources 
included primary data and secondary data. 
 
The drop-off survey was deemed the most appropriate method for data collection. 
The types of questions used in the study, data analysis and the techniques used 
were also introduced in the last section of the chapter. Chapter 5 will report on the 
findings from the empirical study. 
 
 
 
 
 
 
 
 
 
 
CHAPTER 5 
 
FINDINGS OF THE EMPIRICAL RESEARCH 
 
5.1 INTRODUCTION 
 
In Chapter 4 the research design, data collection methods, questionnaire design 
and data analysis were discussed. The purpose of Chapter 5 is to report the 
findings of the empirical study. This chapter commences with a report on the 
demographic details of the respondents (Section B in questionnaire), then 
discusses the level of brand awareness of respondents (Section A in 
questionnaire and two multiple-choice questions in Section C) and reports on the 
findings relating to brand functions, advertising, brand elements and consumer 
decision-making (Section C in questionnaire).  
 
5.2 DEMOGRAPHIC DETAILS OF RESPONDENTS 
 
Demographic information collected from the respondents dealt with age, gender, 
ethnic group, frequency of buying per year (excluding coffee) and spending per 
year. 
 
 
 
 
5.2.1 Age, gender and ethnic group 
 
Table 5.1 shows a comparison based on age, gender and ethnic grouping of 
respondents for the three sets of products. Non-blacks included whites, 
Coloureds and others. 
 
TABLE 5.1 
RESPONDENTS’ AGE, GENDER AND ETHNIC GROUP 
 
Coffee Shoes Clothing 
Demographics (age, gender, ethnic) 
% % % 
Under 20 20.0 18.7 16.7 
20-25 70.7 67.3 72.7 
26-30  6.0  9.3  6.0 
Older than 30  3.3  4.7  4.6 
Age  
Total 
   100.0    100.0    100.0 
Female 50.0 49.3 50.0 
Male 50.0 50.7 50.0 Gender 
Total 
    100.0     100.0     100.0 
Black 50.0 49.3 49.3 
Non-black 50.0 50.7 50.7 
Ethnic 
group 
Total 
    100.0 100.0     100.0 
 
Table 5.1 shows that the majority of the respondents (for all three groups 
combined) were 25 and younger, with approximately 10% of the respondents 
being older than 25. In both the gender and ethnic groups the proportions across 
the three product groups were found to be almost similar. 
 
5.2.2 Frequency of buying sportswear shoes and clothing 
 
Eighty percent of the respondents bought shoes less often than twice a year. On 
average the respondents bought shoes 1.93 times a year. With regards to the 
sportswear clothing group, 45% of the respondents bought clothing more than 
twice a year. On average the respondents bought clothing 3.34 times a year. 
 
5.2.3 Spending on sportswear clothing and shoes and on coffee 
 
On average the respondents spent R1122.27 per year on sportswear shoes 
compared to the R1479.87 annually spent on sportswear clothing. An average of 
R37.56 per month is spent on coffee, resulting in an average annual amount 
spent of R450.72. 
 
5.3 LEVELS OF BRAND AWARENESS 
 
This section reports on the results relating to respondents’ level of brand 
awareness for sportswear clothing, sportswear shoes and coffee. The levels of 
brand awareness include brand recognition, brand recall and top of mind recall. In 
Section A of the questionnaire, Question 1 investigated brand recall, while 
Question 2 investigated top of mind recall. In Section C of the questionnaire, 
Question 36 and 37 investigated brand recognition (for coffee Question 35 and 
36). Emphasis was placed on brand recall and top of mind recall from a male and 
female, black and non-black perspective.  
 
5.3.1 Brand recall 
 
Based on respondents’ responses to Question 1, three degrees of brand 
awareness could be identified. Respondents, who listed up to three brand names, 
were deemed to have low brand awareness, while those who listed four to six 
brand names had medium brand awareness. Those respondents who listed 
seven or more names had high brand awareness. Results are shown in Table 5.2 
and Table 5.3 based on the gender and ethnic group of respondents. 
 
Table 5.2 shows that the degree of awareness differed according to gender, with 
more males showing high brand awareness for sportswear clothing and shoes 
than the females did. Proportionately, more male and female respondents showed 
a high degree of brand awareness for sportswear shoes and sportswear clothing 
than did those for coffee. Males were particularly aware of brands of sportswear 
shoes. 
 
 
 
TABLE 5.2 
BRAND AWARENESS ACCORDING TO GENDER  
 
Coffee Sportswear shoes Sportswear clothing 
% % % 
Degree of brand 
awareness 
Female Male Female Male Female Male 
Low 37.3 41.3 23.0 21.0 34.7 26.7 
Medium 40.0 36.0 33.8 29.0 34.7 30.7 
High 22.7 22.7 43.2 50.0 30.6 42.6 
Total 
  100.0 100.0    100.0 100.0    100.0 100.0 
 
TABLE 5.3 
BRAND AWARENESS ACCORDING TO EHTNIC GROUP 
 
Coffee Sportswear shoes Sportswear clothing 
% % % 
Degree of 
brand 
awareness  Black Non-black Black Non-black Black Non-black 
Low 41.3 37.3 25.7 18.4 32.4 29.0 
Medium 38.7 37.3 32.4 30.3 36.5 29.0 
High 20.0 25.4 41.9 51.3 31.1 42.0 
Total 
 100.0     100.0  100.0     100.0 100.0     100.0 
 
Table 5.3 shows that the degree of awareness differed according to ethnic group, 
with more non-blacks showing higher brand awareness for all three product 
groups than what blacks did. Generally, both blacks and non-blacks were more 
highly aware of sportswear shoes and clothing brands than of coffee brands. 
Non-blacks were particularly aware of brands of sportswear shoes. 
 
5.3.2 Top of mind recall 
 
Question 2 examined top of mind recall, namely, which brand comes to mind first. 
Table 5.4, Table 5.5 and Table 5.6 will respectively show top of mind recall for the 
three product groups. The most frequently mentioned coffee brands were Ricoffy 
(76%) and Frisco (12%). The rest of the respondents (12%) chose other brand 
names. Table 5.4 shows the distribution of those respondents who mentioned the 
two main brand names of coffee according to gender and ethnic group of 
respondents.  
TABLE 5.4 
“TOP OF MIND” BRAND NAMES OF COFFEE ACCORDING TO 
GENDER AND ETHNIC GROUP 
 
Gender Ethnic group 
% % Brand names 
Female Male Black Non-black 
Ricoffy 82.4 90.6 80.6 93.3 
Frisco 17.6  9.4 19.4   6.7 
Total 
    100.0    100.0     100.0     100.0 
 
Table 5.4 shows that Ricoffy was the coffee brand that took top of mind position 
particularly among males and non-blacks. Considerably more females than males 
thought of Frisco first. Almost three times as many blacks than non-blacks had 
Frisco at the top of their minds. 
 
In the case of sportswear shoes, the brands that came to mind first were Nike 
(55.3%), Adidas (19.3%) and Puma (18%). Table 5.5 shows the respondents who 
listed these brands as top of mind recall according to gender and ethnic group. 
The remainder of the respondents (7.4%) chose other brand names. 
 
TABLE 5.5 
“TOP OF MIND” BRAND NAMES OF SPORTSWEAR SHOES 
ACCORDING TO GENDER AND ETHNIC GROUP 
 
Gender Ethnic group 
% % Brand names 
Female Male Black Non-black 
Nike 57.1 62.3 53.6  65.7 
Adidas 18.6 23.2 23.2 18.6 
Puma 24.3 14.5 23.2 15.7 
Total 
    100.0     100.0     100.0     100.0 
 
Table 5.5 shows that the largest proportion of respondents chose Nike. Nike was 
mentioned by more males than females and more non-black than black 
respondents, while Adidas was mentioned by more males than females and more 
black than non-black respondents. 
 
In the case of sportswear clothing, the brands that came to mind first were also 
Nike (46%), Adidas (22%) and Puma (12%). The rest of respondents (20%) chose 
other brand names such as Billabong (7.3%) and Levi’s (3.3%). Table 5.6 shows 
the distribution of gender and ethnic group of the respondents who chose the 
three main brands. 
 
TABLE 5.6 
“TOP OF MIND” BRAND NAMES OF SPORTSWEAR CLOTHING 
ACCORDING TO GENDER AND ETHNIC GROUP 
 
Gender Ethnic group 
% % Brand names 
Female Male Black Non-black 
Nike 57.9 57.1 63.3 51.7 
Adidas 26.3 28.6 25.0 30.0 
Puma 15.8 14.3 11.7 18.3 
Total 
    100.0     100.0     100.0     100.0 
 
Table 5.6 shows that the largest proportion of respondents chose Nike. This 
proportion was, however, smaller than for Nike shoes. The proportion of females 
who chose the three brand names was almost equal to that of males. Nike was 
mentioned by more black than non-black respondents, while Adidas was 
mentioned by more non-black than black respondents. 
 
5.3.3 Brand recognition 
 
In Section C of the questionnaire, Questions 36 and 37 (Questions 35 and 36 in 
coffee questionnaire) were designed to examine brand recognition by 
respondents when provided with 18 brand names of coffee or 8 brand names of 
sportswear shoes or clothing. The aim of these questions was to identify which 
brand names were the most recognised ones. The results based on the five most 
chosen brand names in each product group are shown in Table 5.7. 
 
It is interesting to note from Table 5.7 that brand recognition and advertising had 
some common trends. Ninety-four percent of respondents have heard of Frisco 
coffee. Frisco was also the brand for which the most advertising was noticed. A 
similar pattern was evident in the case of Nike (sportswear shoes) and Levi’s 
(sportswear clothing). Major differences between the proportion of respondents 
who have heard of and seen some of the sportswear shoes and clothing 
advertising did, however, exist. For example, while 88.7% of respondents have 
heard of Lee clothing, only 27.3% respondents saw it advertised during the past 
six months. 
 
 
 
TABLE 5.7 
BRAND RECOGNITION ACCORDING TO PRODUCT 
 
Brand names heard of Brand names seen advertised 
Coffee Coffee 
 
   % respondents  % respondents 
Frisco 94.0 Frisco 72.7 
Ricoffy 93.3 Ricoffy 72.7 
Koffiehuis 86.0 Koffiehuis 52.7 
Ciro 70.7 Ciro 45.3 
P’n P Choice 62.0 P’n P Choice 45.3 
Sportswear shoes Sportswear shoes 
Nike 99.3 Nike 91.3 
Adidas 98.7 Adidas 88.0 
Puma 98.0 Reebok 66.0 
Reebok 97.3 Puma 64.7 
Diesel 93.3 Diesel 43.3 
Sportswear clothing Sportswear clothing 
Levi’s 97.3 Levi’s 84.0 
Billabong 96.0 Billabong 70.7 
Lee 88.7 Red 47.3 
Soviet 87.3 Soviet 47.3 
Red 78.0 Lee 27.3 
 
5.4 RESULTS OF THE FACTOR ANALYSIS 
 
Factor analysis using the statistical programme Statistica Version 6.1 was 
performed on the data sets for coffee, sportswear clothing and sportswear shoes. 
Five factors were extracted in each case of which four were deemed appropriate 
based on the values of Cronbach’s coefficient alpha, item loadings and relevance. 
The results are shown in Table 5.8 to Table 5.10. Four similar factors were 
extracted for coffee, sportswear clothing and sportswear shoes, but some items 
loaded differently. 
 
Table 5.8 shows the results of the factor analysis pertaining to coffee. 
Twenty-three items, all with an item loading above 0.4 (the lowest item loading 
was 0.45) loaded on four factors of which the Cronbach coefficient alpha scores 
ranged from 0.83 to 0.91. Cronbach coefficient alpha with a score of 0.60 is 
deemed acceptable, and a score over 0.80 is deemed good (Sekaran 2003:205). 
 
 
 
 
 
 
 
 
 
TABLE 5.8 
RESULTS OF FACTOR ANALYSIS FOR COFFEE  
 Item loading 
Factor 1: Brand functions  
Branded products are worth their price 0.75 
Branded products satisfy my expectations 0.68 
Branded products save me shopping time 0.65 
Well-known brands are of good quality 0.61 
Branded products are good quality 0.56 
The higher priced products are of a better quality 0.51 
Unknown brands are of low quality 0.45 
Cronbach    = 0.83    Variance explained = 22.07% 
Factor 2: Advertising  
Magazine advertising for coffee usually draws my attention 0.86 
Newspaper advertising for coffee usually draws my attention 0.85 
Radio advertising for coffee usually draws my attention 0.85 
Advertisements for coffee usually draw my attention 0.81 
Internet advertising for coffee usually draws my attention 0.78 
Television advertising for coffee usually draws my attention 0.74 
In-store advertising for coffee usually draws my attention 0.50 
Cronbach    = 0.91    Variance explained = 16.68% 
Factor 3: Brand elements  
I usually remember brand names that are easy to pronounce 0.88 
I usually remember brand names that are easy to spell 0.81 
I usually remember brand names that remind me of something 0.65 
Cronbach    = 0.84    Variance explained = 6.38% 
Factor 4: Consumer decision-making  
Brands make it easier to choose the product 0.76 
Brands influence my choice of purchase 0.68 
I usually choose the brand I know 0.66 
I prefer buying well-known brands 0.63 
If I have a choice I would buy the best quality 0.60 
I usually buy high quality products 0.55 
Cronbach    = 0.83    Variance explained = 5.10% 
 
 
 
 
 
 
 
 
Table 5.9 shows the results for sportswear clothing. Twenty-seven items loaded 
on four factors. The lowest item loading was 0.41, while the Cronbach coefficient 
alpha scores ranged from 0.78 to 0.85. 
 
TABLE 5.9 
RESULTS OF FACTOR ANALYSIS FOR SPORTSWEAR CLOTHING 
 
 Item loading 
Factor 1: Brand functions  
Branded products are worth their price 0.76 
Branded products save me shopping time 0.68 
Branded products satisfy my expectations 0.68 
The higher priced products are of a better quality 0.65 
Well-known brands are of good quality 0.58 
Branded products are of good quality 0.58 
Branded products display fashionable, attractive styling 0.41 
Cronbach    = 0.84   Variance explained = 24.66% 
Factor 2: Advertising  
Television advertising for clothing usually draws my attention 0.78 
Advertisements for clothing usually draw my attention 0.76 
Magazine advertising for clothing usually draws my attention 0.68 
Newspaper advertising for clothing usually draws my attention 0.63 
Radio advertising for clothing usually draws my attention 0.78 
In-store advertising for clothing usually draws my attention 0.54 
Internet advertising for clothing usually draws my attention 0.47 
Cronbach    = 0.84    Variance explained = 9.05% 
Factor 3: Brand elements  
I usually remember brand names that are easy to spell 0.85 
I usually remember brand names that are easy to pronounce 0.74 
I usually remember brand names that remind me of something 0.60 
Cronbach    = 0.78    Variance explained = 6.57% 
Factor 4: Consumer decision-making  
I usually buy the best-selling brands 0.61 
I usually choose well-advertised brands 0.61 
I am likely to buy the brand that I remember best 0.59 
I prefer buying well-known brands 0.58 
I can remember a number of different brands when purchasing 0.55 
I usually choose the brand I know 0.54 
I can think of more international brands than local ones 0.53 
I like attractive logos 0.48 
I take note of new brands coming into the market 0.47 
Brands influence my choice of purchase 0.46 
Cronbach    = 0.85    Variance explained = 4.46% 
Table 5.10 shows the results for sportswear shoes. Twenty-four items loaded on 
four factors. The lowest item loading was 0.41, while the Cronbach coefficient 
alpha scores ranged from 0.78 to 0.84. 
 
TABLE 5.10 
RESULTS OF FACTOR ANALYSIS FOR SPORTSWEAR SHOES  
 
 Item loading 
Factor 1: Brand functions  
Brands make it easier to choose the product 0.70 
Branded products are worth their price 0.65 
Brands influences my choice of purchase 0.64 
Branded products save me shopping time 0.62 
Branded products satisfy my expectations 0.55 
Branded products are of good quality 0.49 
I prefer buying well-known brands 0.49 
I usually choose the brand I know 0.46 
Cronbach    = 0.84    Variance explained = 23.21% 
Factor 2: Advertising 
Advertisements for shoes usually draw my attention 0.72 
Television advertising for shoes usually draws my attention 0.71 
Newspaper advertising for shoes usually draws my attention 0.60 
Radio advertising for shoes usually draws my attention 0.50 
Internet advertising for shoes usually draws my attention 0.49 
Magazine advertising for shoes usually draws my attention 0.48 
In-store advertising for shoes usually draws my attention 0.45 
Cronbach    = 0.79    Variance explained = 7.33% 
Factor 3: Brand elements  
I usually remember brand names that are easy to spell 0.80 
I usually remember brand names that are easy to pronounce 0.78 
I usually remember brand names that remind me of something 0.63 
I like attractive logos 0.41 
Cronbach    = 0.80    Variance explained = 5.05% 
Factor 4: Consumer decision-making  
I usually buy the best-selling brands 0.73 
Well-known brands are of good quality 0.67 
The higher priced products are of a better quality 0.66 
I usually choose well-advertised brands 0.64 
Unknown brands are of low quality 0.43 
Cronbach    = 0.78    Variance explained = 6.23% 
 
5.5 ANALYSIS OF MEAN SCORES FOR EACH PRODUCT GROUP 
 
In an attempt to reflect on the role of brands and brand awareness with respect to 
the three product groups, Table 5.11 to Table 5.13 were constructed. The mean 
scores obtained for each of the factor items as reported on a seven point 
Likert-scale were analysed. The comments below are provided in terms of brand 
functions, advertising, brand elements and consumer decision-making as 
discussed in Chapter 2 and Chapter 3. 
 
Items that loaded on the “Brand functions” factor describe the landmarking, 
decision simplification, guarantee, personalisation, social and status and 
pleasure-giving functions of brands. “Advertising” denotes the reaction of 
respondents to marketers’ use of advertising media as a tool for creating and 
increasing brand awareness. “Brand elements” serves to identify and differentiate 
the brand, and thus enhance brand awareness. “Consumer decision-making” 
refers to the role of brand awareness with respect to brands that enter the 
consideration set, are selected from the consideration set and determine the 
perceived quality of the brand.  
 
5.5.1 Mean scores for coffee 
 
Table 5.11 shows the mean scores of the questionnaire dealing with role of 
branding and brand awareness with respect to coffee brands. Table 5.11 indicates 
that most respondents agreed that the major branding function was that it helped 
them save shopping time (decision-simplification), followed by the guarantee 
function (good quality).  
 
It is interesting that respondents agreed that advertising did not seem to play an 
important role in the awareness of coffee brands (all mean scores were lower than 
4.0 on a 7-point scale). In-store advertising played the most important role in 
creating brand awareness, while Internet advertising was unimportant. 
 
Respondents also agreed that brand names that are easy to pronounce were 
more important than those that remind them of something.  
 
Perceived quality played a very important role in consumer decision-making 
(score of 6.10). Respondents also seemed to buy the coffee brands they know. 
 
TABLE 5.11 
MEAN SCORES FOR COFFEE ITEMS 
 Mean scores Std.Dev. 
Brand functions  4.54 1.20 
Branded products save me shopping time 5.11 1.74 
Branded products are good quality 4.88 1.68 
Branded products satisfy my expectations 4.85 1.65 
Well-known brands are of good quality 4.70 1.66 
Branded products are worth their price 4.57 1.79 
The higher priced products are of a better quality 4.42 1.82 
Unknown brands are of low quality 3.23 1.68 
Advertising  3.11 1.42 
In-store advertising for coffee usually draws my attention 3.93 1.85 
Television advertising for coffee usually draws my attention 3.88 1.93 
Advertisements for coffee usually draw my attention 3.42 1.87 
Magazine advertising for coffee usually draws my attention 2.96 1.78 
Radio advertising for coffee usually draws my attention 2.65 1.75 
Newspaper advertising for coffee usually draws my attention 2.57 1.72 
Internet advertising for coffee usually draws my attention 2.34 1.60 
Brand elements  4.60 1.69 
I usually remember brand names that are easy to pronounce 4.71 1.97 
I usually remember brand names that remind me of something 4.68 1.83 
I usually remember brand names that are easy to spell 4.40 1.99 
Consumer decision-making  5.59 1.15 
If I have a choice I would buy the best quality 6.10 1.44 
I usually choose the brand I know 5.78 1.33 
Brands make it easier to choose the product 5.64 1.58 
Brands influence my choice of purchase 5.35 1.78 
I usually buy high quality products 5.34 1.59 
I prefer buying well-known brands 5.31 1.61 
 
5.5.2 Mean scores for sportswear clothing 
 
Table 5.12 shows the mean scores of each item with respect to sportswear 
clothing. 
TABLE 5.12 
MEAN SCORES FOR SPORTSWEAR CLOTHING ITEMS 
 
 Mean scores Std.Dev. 
Brand functions  4.98 1.09 
Branded products display fashionable, attractive styling 5.45 1.46 
Branded products are of good quality 5.41 1.47 
Well-known brands are of good quality 4.94 1.54 
Branded products satisfy my expectations 4.80 1.47 
Branded products save me shopping time 4.79 1.90 
The higher priced products are of a better quality 4.66 1.69 
Branded products are worth their price 4.58 1.71 
Advertising  4.42 1.26 
Magazine advertising for clothing usually draws my attention 5.37 1.64 
Advertisements for clothing usually draw my attention 5.03 1.71 
In-store advertising for clothing usually draws my attention 4.94 1.62 
Television advertising for clothing usually draws my attention 4.92 1.80 
Newspaper advertising for clothing usually draws my attention 3.95 1.84 
Internet advertising for clothing usually draws my attention 3.68 1.97 
Radio advertising for clothing usually draws my attention 3.07 1.75 
 
Brand elements  4.70 1.54 
I usually remember brand names that are easy to pronounce 4.94 1.86 
I usually remember brand names that remind me of something 4.59 1.83 
I usually remember brand names that are easy to spell 4.57 1.86 
Consumer decision-making  4.88 1.09 
I usually choose the brand I know 5.37 1.57 
I like attractive logos 5.31 1.58 
Brands influence my choice of purchase 5.25 1.71 
I can think of more international brands than local ones 5.05 1.68 
I can remember a number of different brands when purchasing 5.01 1.73 
I prefer buying well-known brands 4.95 1.66 
I am likely to buy the brand that I remember best 4.57 1.80 
I usually choose well-advertised brands 4.50 1.61 
I take note of new brands coming into the market 4.41 1.71 
I usually buy the best-selling brands 4.37 1.64 
 
Table 5.12 indicates that branded products were believed to display fashionable, 
attractive styling (personalisation, social and status function). Quality (guarantee 
function) was also important to respondents. They seemed to believe that 
well-known clothing brands were of good quality.  
 
Respondents mostly noticed magazine advertising for sportswear clothing. This 
was followed by in-store and television advertising, while radio and Internet 
advertising were unimportant. 
 
Table 5.12 furthermore shows that brand names that are easy to pronounce were 
more easily remembered than those that remind them of something. 
 
Respondents tended to buy the sportswear clothing brands they know, but did not 
necessarily buy the best-selling or well-advertised brands of sportswear clothing. 
The respondents also seemed to like attractive logos. 
5.5.3 Mean scores for sportswear shoes 
 
Table 5.13 shows the mean scores of responses dealing with the brand 
awareness and sportswear shoes brands. Table 5.13 indicates that most 
respondents agreed that the major branding function was decision-simplification 
(choose the brand they know, making it easier to choose the product). 
 
Like with sportswear clothing, respondents mostly noticed in-store advertising for 
sportswear shoes, followed by magazine advertising. Newspaper, radio and 
Internet advertising were unimportant. 
 
Table 5.13 shows that the respondents were attracted by logos and usually 
remember brand names that are easy to pronounce. 
 
Well-known brands were perceived to be of good quality. Respondents also 
seemed to agree that higher priced products are of a better quality. 
 
 
 
 
 
 
 
 
TABLE 5.13 
MEAN SCORES FOR SPORTSWEAR SHOES ITEMS 
 Mean scores Std. Dev. 
Brand functions  5.35 1.05 
I usually choose the brand I know 5.89 1.36 
Brands make it easier to choose the product 5.64 1.54 
Brands influences my choice of purchase 5.47 1.53 
I prefer buying well-known brands 5.44 1.48 
Branded products are of good quality 5.37 1.45 
Branded products save me shopping time 5.19 1.76 
Branded products satisfy my expectations 5.03 1.41 
Branded products are worth their price 4.79 1.78 
Advertising  4.07 1.19 
In-store advertising for shoes usually draws my attention 5.06 1.65 
Magazine advertising for shoes usually draws my attention 4.97 1.72 
Advertisements for shoes usually draw my attention 4.55 1.88 
Television advertising for shoes usually draws my attention 4.32 1.87 
Internet advertising for shoes usually draws my attention 3.61 2.06 
Newspaper advertising for shoes usually draws my attention 3.57 1.87 
Radio advertising for shoes usually draws my attention 2.43 1.51 
Brand elements  4.92 1.49 
I like attractive logos 5.44 1.54 
I usually remember brand names that are easy to pronounce 4.91 2.03 
I usually remember brand names that are easy to spell 4.73 2.05 
I usually remember brand names that remind me of something 4.60 1.82 
Consumer decision-making  4.53 1.26 
Well-known brands are of good quality 5.10 1.49 
The higher priced products are of a better quality 4.85 1.76 
I usually choose well-advertised brands 4.61 1.85 
I usually buy the best-selling brands 4.34 1.87 
Unknown brands are of low quality 3.78 1.66 
 
5.6 A COMPARISON OF MEAN SCORES ACCORDING TO 
           RESPONDENTS’ DEMOGRAPHICS 
 
One of the objectives of the study was to determine the differences in brand 
awareness based on the demographic variables of the respondents. The results 
are shown in Tables 5.14 to 5.16. 
Table 5.14 shows a comparison for coffee according to respondents’ gender and 
ethnic group. 
 
TABLE 5.14 
FACTOR MEAN SCORES FOR COFFEE  
ACCORDING TO RESPONDENTS’ GENDER AND ETHNIC GROUP 
 
Mean scores 
Factor name 
Female Male Black Non-black 
1 Brand functions 4.53 4.55 4.47 4.60 
2 Advertising 3.28 2.94 3.12 3.09 
3 Brand elements 4.80 4.40 4.83 4.36 
4 Consumer decision-making 5.60 5.58 5.49 5.68 
 
Table 5.14 shows that brand awareness played a very important role in consumer 
decision-making when buying coffee. Advertising played almost no role, 
especially in the case of males. Brand elements had a higher score in the case of 
blacks than it had for non-blacks. The findings (not shown in Table 5.14) revealed 
that brand names and logos are more important to females than to males. 
 
Table 5.15 shows the factor mean scores for sportswear clothing according to 
respondents’ gender and ethnic group. 
 
 
 
TABLE 5.15 
FACTOR MEAN SCORES FOR SPORTSWEAR CLOTHING  
ACCORDING TO RESPONDENTS’ GENDER AND ETHNIC GROUP 
 
Mean scores 
Factor name 
Female Male Black Non-black 
1 Brand functions 4.87 5.08 4.99 4.96 
2 Advertising 4.57 4.28 4.71 4.14 
3 Brand elements 4.92 4.48 5.07 4.34 
4 Consumer decision-making 4.78 4.98 4.87 4.89 
 
It is clear from Table 5.15 that the mean scores were very similar for all factors, 
irrespective of gender or ethnic group. The most notable difference was with 
respect to brand elements and ethnic group. 
 
Table 5.16 shows the factor mean scores for sportswear shoes according to 
respondents’ gender and ethnic group. 
 
 
 
 
 
 
 
TABLE 5.16 
FACTOR MEAN SCORES FOR SPORTSWEAR SHOES 
ACCORDING TO RESPONDENTS’ GENDER AND ETHNIC GROUP 
 
Mean scores 
Factor name 
Female Male Black Non-black 
1 Brand functions 5.49 5.22 5.41 5.29 
2 Advertising 4.31 3.83 4.31 3.84 
3 Brand elements 5.17 4.68 5.02 4.83 
4 Consumer decision-making 4.65 4.42 4.43 4.64 
 
Again, a fairly similar distribution was found across factor scores and 
demographic variables. Females, however, had higher scores than males in 
terms of all four factors. 
 
The lowest mean score was that of advertising, which tends to show that 
advertising does not play a very important role in creating brand awareness for 
sportswear shoes. 
 
5.7 SUMMARY 
 
The empirical findings of the research were discussed in Chapter 5. Firstly, the 
demographic details of respondents answering the questions related to coffee, 
sportswear clothing and sportswear shoes were discussed, taking into 
consideration the age, gender and ethnic group of the respondents. Thereafter 
the frequency of purchase made of sportswear clothing and of sportswear shoes 
were also reported. 
 
Secondly, three levels of brand awareness were discussed, namely, brand recall, 
top of mind recall and brand recognition, with special emphasis being placed on 
brand recall and top of mind recall according to gender and ethnic group. 
 
Thirdly, in order to identify the role of brands and brand awareness with respect to 
coffee, sportswear clothing and sportswear shoes among the NMMU students, 
the data was factor analysed, using the statistical programme Statistica Version 
6.1. Four factors were deemed appropriate based on the values of Cronbach’s 
coefficient alpha (Cronbach’s coefficient alpha higher than 0.60) for each product 
group. The four factors resulting, namely, brand functions, advertising, brand 
elements and consumer decision-making were linked to discussions in Chapter 2 
and Chapter 3. 
 
To compare the results based on demographic variables, the mean scores for the 
each factor were calculated. It was found that brand awareness played an 
important role in consumer decision-making whilst buying coffee. All four factors 
(brand functions, advertising, brand elements and consumer decision-making) 
were relevant in the case of sportswear clothing and sportswear shoes. Black 
respondents tended to be pay more attention than non-blacks to advertising and 
brand elements. Female respondents tended to pay more attention to advertising 
and brand elements in the case of sportswear shoes than males did, while black 
respondents tended to attach more importance to advertising than non-blacks did. 
 
A synopsis of the study, the conclusions, as well as recommendations pertinent to 
this study are presented in Chapter 6. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER 6 
 
SYNOPSIS, CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
 
To attract new customers and maintain existing ones, organisations need a 
distinguishing element that will make consumers identify and buy their products. 
Such an element can be a successful product brand. 
 
An important step in ensuring a successful product brand, is to create and build 
brand awareness, reach consumers’ minds, and encourage consumers to 
develop a preference for the brand. Brand awareness is essential for the whole 
process to occur as for consumers to buy a brand, they must first be made aware 
it. 
 
Young consumers play an important role in the marketplace as they exert much 
influence on the allocation of spending power across a growing number of product 
categories. Many young consumers are students, and thus represent a 
specialised market segment for a variety of goods and services. Therefore, an 
understanding of students’ brand awareness is very important to marketers. 
 
This study investigated NMMU students’ awareness of coffee, sportswear clothing 
and sportswear shoes brands. The link between brand awareness and brand 
functions, advertising, brand elements and consumer decision-making, was also 
investigated, taking cognisance of differences based on gender and ethnic group. 
 
The current chapter provides a synopsis of the study, followed by conclusions and 
recommendations based on the findings. 
 
6.2 SYNOPSIS OF THE STUDY  
 
Chapter 1 commenced with an overview of the rationale and background to the 
study, a discussion of the importance and role of branding and brand awareness, 
the growing youth market, and the role brand awareness can play in the 
purchasing of high-involvement and low-involvement products. The main problem 
and sub-problems were identified and the objectives were listed. 
 
The research design was introduced whereafter the delimitation of the research 
was set out, various concepts defined, and a brief overview of related literature 
given. Chapter 1 concluded with an explanation of the significance of the research 
and an outline of the study. 
 
Chapter 2 started with a discussion of the meaning of brands and branding from 
differing perspectives. Three types of brands were discussed, namely, 
manufacturer brands, private distributor brands and generic brands. A brand 
holds a number of functions for consumers and organisations. Brands provide five 
functions for consumers, namely, a landmarking function, a decision simplification 
function, a guarantee function, a personalisation, social and status function, and a 
pleasure-giving function. Likewise, for organisations, brands fulfil the seven 
functions of communication, protection, positioning, price, added value, 
capitalisation and customer loyalty. 
 
Chapter 3 highlighted brand awareness. Brand awareness is the first step in 
building brand equity and is the foundation of brand knowledge. Brand awareness 
consists of brand recognition and brand recall. Brand recognition requires 
consumers to correctly identify a brand as being previously seen or heard.  Brand 
recall requires consumers to correctly retrieve the brand from memory when given 
the product category. In addition, brand awareness can also be classified into 
three levels, namely, brand recognition (lowest level), brand recall (next level) and 
top of mind recall (highest level). 
 
Advertising and brand elements as marketing elements can create and enhance 
brand awareness. Different advertising media play different roles in brand 
awareness. Brand elements such as the brand name, logo, symbol, slogan and 
package serve to identify and differentiate the brand.   
 
Brand awareness also plays an important role in consumer decision-making by 
influencing which brands enter the consideration set, using a heuristic (simple 
decision rule) to choose brands from the consideration set and by its influence on 
the perception of quality. 
 
Chapter 4 focused on the research methodology. Descriptive research was 
selected as the choice of design for the study. Appropriate methods of research 
were discussed in the light of the requirements for this study. The collection of 
data was described in terms of primary and secondary data. A drop-off survey was 
chosen to obtain empirical data for the study. Data analysis techniques were 
discussed in the final section of this chapter. 
 
Chapter 5 contained the results and analysis of the empirical study. The chapter 
began with a discussion of the demographic details of the respondents, followed 
by an indication of the levels of brand awareness, brand functions, advertising, 
brand elements and consumer decision-making with respect to coffee, sportswear 
clothing and sportswear shoes. 
 
6.3 CONCLUSIONS AND RECOMMENDATIONS 
 
The main objective of the study was to identify brand awareness of selected 
categories of products (coffee, sportswear clothing and sportswear shoes) among 
students at the NMMU. The conclusions are presented in a similar order as the 
objectives of the study and the topics discussed in Chapter 2 and Chapter 3. 
 
6.3.1 Brand functions 
 
As suggested by the literature as discussed in Chapter 2, the brand provides a 
landmarking function, a decision simplification function, a guarantee function, a 
personalisation, social and status function and a pleasure-giving function for 
consumers (Keller 2003b; Lamb 2000).  These functions were relevant to 
respondents’ purchase of coffee, sportswear clothing and sportswear shoes to 
different degrees. The decision simplification and guarantee functions were most 
applicable in buying coffee, while the personalisation, social and status function 
and guarantee function played a more significant role in the case of sportswear 
clothing. The decision simplification function was particularly relevant to buying 
sportswear shoes. The results support the views of Assael (2004), Oh and Fiorito 
(2002) and Hoyer and Brown (1990). Assael (2004) and Hoyer and Brown (1990) 
found that consumers use simple decision rules to buy a branded product in a 
low-involvement situation (as in coffee).  The importance of a brand label 
reflecting a wearer’s self-identify and social identity suggested by Oh and Fiorito 
(2002) was supported by the findings on sportswear clothing. 
 
It thus seems evident that in purchasing a low-involvement product, brands have 
a decision simplification and a guarantee function, while brands have various 
functions in the case of high-involvement products. Hence, marketers of coffee 
could use advertising and promotion to familiarise consumers with the brand. By 
ensuring consistent good quality, marketers can provide consumers with a 
guarantee on what to expect from a particular coffee brand. Marketers of 
sportswear clothing and shoes in turn could use advertising and promotion to 
introduce their product brand. An attractive label could help to reflect a wearer’s 
self-identify and social identity. 
 
6.3.2 Levels of brand awareness 
 
As explained in Chapter 3, brand awareness exists on three levels, namely, brand 
recognition, brand recall and top of mind recall (Mariotti 1999). The empirical 
findings showed some important links between brand recognition and advertising 
in all three product groups. Repeated exposure in advertising is linked to higher 
levels of product recognition. The results are in line with findings by Aaker (1991), 
Rossiter and Percy (1997) and Yoo et al (2000), who suggest that advertising 
plays an important role in creating and increasing brand awareness. Hence, 
marketers could utilise advertising to create and enhance product recognition. For 
example, coffee brands such as Ciro and P’n P Choice, sportswear clothing 
brands such as Lee and Red, sportswear shoes brands such as Puma and Diesel 
may consider more advertising to improve the recognition of their brands. The 
findings showed that these brands are known, but were not often seen advertised 
over the past six months. 
 
As far as brand recall was concerned, the empirical findings showed that students 
had higher brand awareness for sportswear shoes and clothing than for coffee. 
This implies that students had higher brand awareness for high-involvement 
products than for low-involvement products. 
 
In addition, the empirical findings showed that male students had higher brand 
awareness with respect to sportswear clothing and shoes than did female 
students, while non-black students had higher brand awareness than blacks in all 
three products groups.  It was interesting that brand awareness differed between 
male and female students in the case of high-involvement products but not for the 
low-involvement product. Non-black students were more brand aware than blacks 
in the case of high-involvement and low-involvement products.  Hence, marketers 
of high-involvement products could attempt to raise the brand awareness of 
female students. Similarly, since blacks showed lesser brand awareness than did 
non-blacks, and given the size of the South African black market, attempts could 
be put in place to create and improve brand awareness among this group.  
 
The empirical findings showed that the brand which came to mind first (top of 
mind recall) was the same for the majority of respondents.  With respect to coffee, 
the first brand that came to mind was Ricoffy, while Nike was uppermost in the 
minds of the majority of students. The higher the position of the brand in the 
consumer’s mind, the more likely the purchase intention. Woodside and Wilson 
(1985) state that the more easily the consumer recalls the brand, the higher the 
purchase intention and the more likely the purchase of the brand. This implies that 
consumers are more likely to choose Ricoffy when buying coffee, and more likely 
to choose Nike when buying sportswear clothing and sportswear shoes.  
 
Marketers of other brands such as Frisco coffee, Adidas and Puma sportswear 
clothing and sportswear shoes could employ more advertising to create and 
improve awareness of their brands and move them to more favourable positions 
in consumers’ minds. 
 
6.3.3 Advertising 
 
Chapter 3 highlighted the role that advertising plays in creating and increasing 
brand awareness. However, the empirical findings showed that the role of 
advertising differ among the three products. Advertising played an important role 
in awareness of sportswear shoes and clothing brands, while it was far less 
important for coffee. With respect to sportswear shoes and clothing products, 
in-store advertising and magazine advertising played an important role in creating 
brand awareness, while newspaper, radio and Internet advertising were 
unimportant. Although advertising did not seem to play an important role in 
awareness of coffee brands, in-store advertising and television advertising were 
more important than other media in creating brand awareness. Marketers of 
coffee can thus successfully employ in-store advertising and television 
advertising to create and enhance the brand in consumers’ minds, while 
marketers of sportswear clothing and shoes could use in-store and magazine 
advertising to achieve and enhance brand awareness.  
 
In addition, black and female students were particularly attracted by advertising 
for sportswear shoes and clothing, indicating their likelihood of noticing applicable 
advertising. Gender and ethnic group made no difference in the case of 
advertising for coffee products. 
 
 
 
6.3.4 Brand elements 
 
As explained in Chapter 3, Keller (2003b) suggested that brand elements could 
be chosen to enhance brand awareness. The empirical findings supported these 
views. The results showed that brand elements enhanced brand awareness but 
played different roles in the case of the three selected products. Brand name was 
the most important element to enhance brand awareness in coffee products, while 
brand name and logo were important for sportswear shoes and clothing products. 
Hence, respondents seemed to pay more attention to brand names in 
low-involvement situations, while in high-involvement situations, they also attach 
importance to other brand elements. Marketers of coffee could focus on the brand 
name while marketers of sportswear clothing and sportswear shoes could 
concentrate on the brand name and the logo. An attractive logo and symbol, 
together with a short, easy to pronounce and easily remembered name could be 
effective in creating and enhancing brand awareness.  
 
The role of brand elements differed based on gender and ethnic group. Brand 
elements were more important to black students than non-black students in the 
case of sportswear clothing, while female students were more easily influenced by 
brand elements than what males were in the case of sportswear shoes. This 
implies that there is a relationship between demographic variables, brand 
elements and brand awareness.   
 
 
6.3.5 Consumer decision-making 
 
As explained in the literature review, brand awareness plays an important role in 
consumer decision-making by influencing which brands enter the consideration 
set; which of the brands are used as a heuristic (simple decision rule); and the 
perception of quality (MacDonald & Sharp 2000). Hoyer and Brown (1990) found 
that brand awareness is used as a heuristic in low-involvement situations such as 
the preference of peanut butter where consumers may engage in little active 
search for information to aid their choices. This theory was supported by the 
findings of the current study with respect to coffee. The findings of the current 
study also showed that brands tend to represent a particular perception of quality. 
 
Taylor and Cosenza (2002) state that most consumers establish their brand 
preferences between the ages of 15 to 25. Marketers to students could utilise the 
potential opportunities to create brand awareness and brand preference among 
this group of consumers and so establish future preferences and possible brand 
loyalty. 
 
6.4 LIMITATIONS OF THE STUDY AND FUTURE RESEARCH 
 
A limitation of this research is that it only involved NMMU students. Further 
research could extend the focus to other groups of consumers. Another limitation 
is that it only examined coffee, sportswear shoes and sportswear clothing  
 
products. Future research could extend product categories to include other 
high-involvement and low-involvement products, and even services. 
 
In-store and magazine advertising were shown to be important in brand 
awareness in the case of sportswear clothing and sportswear shoes. It, however, 
has to be determined whether advertisements featuring the products only or 
featuring the products together with models, are most effective. 
 
Since differences in brand awareness and the role of gender and ethnic group 
were found, it would be significant to know whether the gender or ethnic group of 
the model used in advertisements play any role. 
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    ID 
ANNEXURE A: QUESTIONNAIRE FOR COFFEE 
 
                                                                01-Sep-2005 
Dear Sir/Madam 
 
I am studying towards an M-Tech degree in Marketing at the Nelson Mandela Metropolitan 
University. This questionnaire is part of an M-Tech Marketing dissertation. The aim of the 
dissertation is to investigate the brand awareness of students at the Nelson Mandela Metropolitan 
University. 
 
Kindly assist me by spending 10 minutes on completing the attached questionnaire. The 
information you provide will be kept strictly confidential and only aggregate figures will be reported. 
 
Thank you for your time. Please return the completed questionnaire to the deliverer! 
 
 
Yours sincerely, 
Wei Huang 
 
SECTION A: BRAND NAMES 
 
 coffee 
1 What brand names of coffee can you think of? 1. 
2. 
3. 
4. 
5. 
6. 
7. 
8 
2 When you think of the coffee brands, which one comes to 
mind first? 
 
 
SECTION B: DEMOGRAPHICS 
1 Age: 1. Under 20 
2. 20-25 
3. 26-30 
4. Older than 30 
2 Gender: 1. Female  
2. Male 
3 Ethnic group: 1. White 
2. Black 
3. Coloured 
4. Others 
4 On average, how much do you spend on coffee per 
month? 
 
 
                                             
                                            PLEASE TURN THE PAGE 
SECTION C: BRANDS AND BRAND AWARENESS 
 
For each of the following statements, please circle the number that indicates your level of 
agreement as it applies to your buying or intent of buying coffee. 
“1=Completely disagree, 4=Neutral, 7=Completely agree” 
 
 
 
                                                                                 Completely        Completely 
 disagree               agree 
 coffee 
1 Brands influence my choice of purchase. 1 2 3 4 5 6 7 
2 Brands make it easier to choose the product. 1 2 3 4 5 6 7 
3 Branded products are of good quality. 1 2 3 4 5 6 7 
4 Buying new brands is exciting. 1 2 3 4 5 6 7 
5 Branded products save me shopping time. 1 2 3 4 5 6 7 
6 Branded products are worth their price. 1 2 3 4 5 6 7 
7 Branded products satisfy my expectations. 1 2 3 4 5 6 7 
8 Advertisements for coffee usually draw my attention. 1 2 3 4 5 6 7 
9 Television advertising for coffee usually draws my 
attention. 
1 2 3 4 5 6 7 
10 Radio advertising for coffee usually draws my attention. 1 2 3 4 5 6 7 
11 Magazine advertising for coffee usually draws my 
attention. 
1 2 3 4 5 6 7 
12 Newspaper advertising for coffee usually draws my 
attention. 
1 2 3 4 5 6 7 
13 In-store advertising for coffee usually draws my attention. 1 2 3 4 5 6 7 
14 Internet advertising for coffee usually draws my attention. 1 2 3 4 5 6 7 
15 I usually remember brand names that are easy to 
pronounce.  
1 2 3 4 5 6 7 
16 I usually remember brand names that are easy to spell. 1 2 3 4 5 6 7 
17 I usually remember brand names that remind me of 
something. 
1 2 3 4 5 6 7 
18 I pay attention to slogans in advertising. 1 2 3 4 5 6 7 
19 I like attractive logos. 1 2 3 4 5 6 7 
20 When I want to buy coffee, I can easily remember a 
number of different brands. 
1 2 3 4 5 6 7 
21 I am likely to buy the brand that I remember best. 1 2 3 4 5 6 7 
22 I can think of more international brands than local ones. 1 2 3 4 5 6 7 
23 I take note of new brands coming into the market. 1 2 3 4 5 6 7 
24 I prefer buying well-known brands. 1 2 3 4 5 6 7 
25 I usually choose the brand I know. 1 2 3 4 5 6 7 
26 I usually choose well-advertised brands. 1 2 3 4 5 6 7 
27 I usually buy the best-selling brands. 1 2 3 4 5 6 7 
28 I would consider buying unknown brands. 1 2 3 4 5 6 7 
29 I usually buy high quality products. 1 2 3 4 5 6 7 
30 If I have a choice, I would buy the best quality. 1 2 3 4 5 6 7 
31 I assume that brands I have heard of are of good quality. 1 2 3 4 5 6 7 
32 The higher priced products are of a better quality. 1 2 3 4 5 6 7 
33 Well-known brands are of good quality. 1 2 3 4 5 6 7 
34 Unknown brands are of low quality. 1 2 3 4 5 6 7 
 
 
 
1. Ciro 7. Frisco 13. St olivers 
2. Kloof 8. Clifton 14. Koffiehuis 
3. Kenna 9. Caturra 15. Woody cape 
4. Perco 10. Filtera 16. P’nP choice 
5. Ricoffy 11. Eduscho 17. Sumatran pride 
35 Which of the following brands have you 
heard of (Tick all that apply)? 
6. Jacobs 12. Importers 18. House of coffees 
1. Ciro 7. Frisco 13. St olivers 
2. Kloof 8. Clifton 14. Koffiehuis 
3. Kenna 9. Caturra 15. Woody cape 
4. Perco 10. Filtera 16. P’n P choice 
5. Ricoffy 11. Eduscho 17. Sumatran pride 
36 Which brands have you seen advertised 
in the past six months (Tick all that 
apply)? 
6. Jacobs 12. Importers 18. House of coffees 
 
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    ID 
ANNEXURE B: QUESTIONNAIRE FOR SPORTSWEAR CLOTHING 
                                                                     01-Sep-2005                                                      
Dear Sir/Madam 
 
I am studying towards an M-Tech degree in Marketing at the Nelson Mandela Metropolitan 
University. This questionnaire is part of an M-Tech Marketing dissertation. The aim of the 
dissertation is to investigate the brand awareness of students at the Nelson Mandela Metropolitan 
University. 
 
Kindly assist me by spending 10 minutes on completing the attached questionnaire. The 
information you provide will be kept strictly confidential and only aggregate figures will be reported. 
 
Thank you for your time. Please return the completed questionnaire to the deliverer! 
 
 
Yours sincerely, 
Wei Huang 
 
SECTION A: BRAND NAMES 
 
 Sportswear clothing 
(not shoes) 
1 What brand names of sportswear clothing (not shoes) can 
you think of? 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8 
2 When you think of the sportswear clothing (not shoes) 
brands, which one comes to mind first? 
 
 
SECTION B: DEMOGRAPHICS 
1 Age: 2. Under 20 
2. 20-25 
3. 26-30 
4. Older than 30 
2 Gender: 1. Female  
2. Male 
3 Ethnic group: 1. White 
2. Black 
3. Coloured 
4. Others 
4 How many times do you buy sportswear clothing (not 
shoes) per year? 
 
 
5 On average, how much do you spend on sportswear 
clothing (not shoes) per year? 
 
 
 
                                                    PLEASE TURN THE PAGE 
 
SECTION C: BRANDS AND BRAND AWARENESS 
 
For each of the following statements, please circle the number that indicates your level of 
agreement as it applies to your buying or intent of buying sportswear clothing (excluding shoes). 
 “1=Completely disagree, 4=Neutral, 7=Completely agree” 
 
 
 
                                                                                 Completely      Completely 
 disagree              agree 
 
Sportswear clothing 
(not shoes) 
1 Brands influence my choice of purchase. 1 2 3 4 5 6 7 
2 Brands make it easier to choose the product. 1 2 3 4 5 6 7 
3 Branded products are of good quality. 1 2 3 4 5 6 7 
4 Branded products display fashionable, attractive styling. 1 2 3 4 5 6 7 
5 Buying new brands is exciting. 1 2 3 4 5 6 7 
6 Branded products save me shopping time. 1 2 3 4 5 6 7 
7 Branded products are worth their price. 1 2 3 4 5 6 7 
8 Branded products satisfy my expectations. 1 2 3 4 5 6 7 
9 Advertisements for clothing usually draw my attention. 1 2 3 4 5 6 7 
10 Television advertising for clothing usually draws my 
attention. 
1 2 3 4 5 6 7 
11 Radio advertising for clothing usually draws my attention. 1 2 3 4 5 6 7 
12 Magazine advertising for clothing usually draws my 
attention. 
1 2 3 4 5 6 7 
13 Newspaper advertising for clothing usually draws my 
attention. 
1 2 3 4 5 6 7 
14 In-store advertising for clothing usually draws my attention. 1 2 3 4 5 6 7 
15 Internet advertising for clothing usually draws my attention. 1 2 3 4 5 6 7 
16 I usually remember brand names that are easy to 
pronounce.  
1 2 3 4 5 6 7 
17 I usually remember brand names that are easy to spell. 1 2 3 4 5 6 7 
18 I usually remember brand names that remind me of 
something. 
1 2 3 4 5 6 7 
19 I pay attention to slogans in advertising. 1 2 3 4 5 6 7 
20 I like attractive logos. 1 2 3 4 5 6 7 
21 When I want to buy clothing, I can easily remember a 
number of different brands. 
1 2 3 4 5 6 7 
22 I am likely to buy the brand that I remember best. 1 2 3 4 5 6 7 
23 I can think of more international brands than local ones. 1 2 3 4 5 6 7 
24 I take note of new brands coming into the market. 1 2 3 4 5 6 7 
25 I prefer buying well-known brands. 1 2 3 4 5 6 7 
26 I usually choose the brand I know. 1 2 3 4 5 6 7 
27 I usually choose well-advertised brands. 1 2 3 4 5 6 7 
28 I usually buy the best-selling brands. 1 2 3 4 5 6 7 
29 I would consider buying unknown brands. 1 2 3 4 5 6 7 
30 I usually buy high quality products. 1 2 3 4 5 6 7 
31 If I have a choice, I would buy the best quality. 1 2 3 4 5 6 7 
32 I assume that brands I have heard of are of good quality. 1 2 3 4 5 6 7 
33 The higher priced products are of a better quality. 1 2 3 4 5 6 7 
34 Well-known brands are of good quality. 1 2 3 4 5 6 7 
35 Unknown brands are of low quality. 1 2 3 4 5 6 7 
 
36 Which of the following brands have you heard of (Tick all 
that apply)? 
1. Levi’s 
2. Lee 
3. Billabong 
4. OBR 
5. Soviet 
6. Free-Edgars 
7. Gotcha 
8. Red 
37 Which brands have you seen advertised in the past six 
months (Tick all that apply)? 
1. Levi’s 
2. Lee 
3. Billabong 
4. OBR 
5. Soviet 
6. Free-Edgars 
7. Gotcha 
8. Red 
9. Others, please specify: 
(a) 
(b) 
(c) 
 
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    ID 
ANNEXURE C: QUESTIONNAIRE FOR SPORTSWEAR SHOES 
 
                                                               01-Sep-2005 
Dear Sir/Madam 
 
I am studying towards an M-Tech degree in Marketing at the Nelson Mandela Metropolitan 
University. This questionnaire is part of an M-Tech Marketing dissertation. The aim of the 
dissertation is to investigate the brand awareness of students at the Nelson Mandela Metropolitan 
University. 
 
Kindly assist me by spending 10 minutes on completing the attached questionnaire. The 
information you provide will be kept strictly confidential and only aggregate figures will be reported. 
 
Thank you for your time. Please return the completed questionnaire to the deliverer! 
 
 
Yours sincerely, 
Wei Huang 
 
SECTION A: BRAND NAMES 
 
 Sportswear shoes 
(not clothing) 
1 What brand names of sportswear shoes can you think of? 1. 
2. 
3. 
4. 
5. 
6. 
7. 
8 
2 When you think of the sportswear shoes brands, which 
one comes to mind first? 
 
 
SECTION B: DEMOGRAPHICS 
1 Age: 3. Under 20 
2. 20-25 
3. 26-30 
4. Older than 30 
2 Gender: 1. Female  
2. Male 
3 Ethnic group: 1. White 
2. Black 
3. Coloured 
4. Others 
4 How many times do you buy sportswear shoes per year?  
 
5 On average, how much do you spend on sportswear 
shoes per year? 
 
 
                                         
PLEASE TURN THE PAGE 
SECTION C: BRANDS AND BRAND AWARENESS 
 
For each of the following statements, please circle the number that indicates your level of 
agreement as it applies to your buying or intent of buying sportswear shoes (excluding clothing). 
“1=Completely disagree, 4=Neutral, 7=Completely agree” 
 
 
 
                                                                                 Completely        Completely 
 disagree                agree 
 
Sportswear shoes 
(not clothing) 
1 Brands influence my choice of purchase. 1 2 3 4 5 6 7 
2 Brands make it easier to choose the product. 1 2 3 4 5 6 7 
3 Branded products are of good quality. 1 2 3 4 5 6 7 
4 Branded products display fashionable, attractive styling. 1 2 3 4 5 6 7 
5 Buying new brands is exciting. 1 2 3 4 5 6 7 
6 Branded products save me shopping time. 1 2 3 4 5 6 7 
7 Branded products are worth their price. 1 2 3 4 5 6 7 
8 Branded products satisfy my expectations. 1 2 3 4 5 6 7 
9 Advertisements for shoes usually draw my attention. 1 2 3 4 5 6 7 
10 Television advertising for shoes usually draws my 
attention. 
1 2 3 4 5 6 7 
11 Radio advertising for shoes usually draws my attention. 1 2 3 4 5 6 7 
12 Magazine advertising for shoes usually draws my 
attention. 
1 2 3 4 5 6 7 
13 Newspaper advertising for shoes usually draws my 
attention. 
1 2 3 4 5 6 7 
14 In-store advertising for shoes usually draws my attention. 1 2 3 4 5 6 7 
15 Internet advertising for shoes usually draws my attention. 1 2 3 4 5 6 7 
16 I usually remember brand names that are easy to 
pronounce.  
1 2 3 4 5 6 7 
17 I usually remember brand names that are easy to spell. 1 2 3 4 5 6 7 
18 I usually remember brand names that remind me of 
something. 
1 2 3 4 5 6 7 
19 I pay attention to slogans in advertising. 1 2 3 4 5 6 7 
20 I like attractive logos. 1 2 3 4 5 6 7 
21 When I want to buy shoes, I can easily remember a 
number of different brands. 
1 2 3 4 5 6 7 
22 I am likely to buy the brand that I remember best. 1 2 3 4 5 6 7 
23 I can think of more international brands than local ones. 1 2 3 4 5 6 7 
24 I take note of new brands coming into the market. 1 2 3 4 5 6 7 
25 I prefer buying well-known brands. 1 2 3 4 5 6 7 
26 I usually choose the brand I know. 1 2 3 4 5 6 7 
27 I usually choose well-advertised brands. 1 2 3 4 5 6 7 
28 I usually buy the best-selling brands. 1 2 3 4 5 6 7 
29 I would consider buying unknown brands. 1 2 3 4 5 6 7 
30 I usually buy high quality products. 1 2 3 4 5 6 7 
31 If I have a choice, I would buy the best quality. 1 2 3 4 5 6 7 
32 I assume that brands I have heard of are of good quality. 1 2 3 4 5 6 7 
33 The higher priced products are of a better quality. 1 2 3 4 5 6 7 
34 Well-known brands are of good quality. 1 2 3 4 5 6 7 
35 Unknown brands are of low quality. 1 2 3 4 5 6 7 
36 Which of the following brands have you heard of (Tick all 
that apply)? 
1. Nike 
2. Adidas 
3. Reebok 
4. Puma 
5. Diesel 
6. Soviet 
7. New Balance 
8. La Coste 
37 Which brands have you seen advertised in the past six 
months (Tick all that apply)? 
1. Nike 
2. Adidas 
3. Reebok 
4. Puma 
5. Diesel 
6. Soviet 
7. New Balance 
8. La Coste 
9. Others, please specify: 
(a) 
(b) 
(c) 
 
 
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4.7 RELIABILITY AND VALIDITY  
 
Reliability and validity are important aspects of research. Reliability refers to 
stability and consistency of results from research. In other words, the same 
results could be obtained if the same methods of sampling, questioning and 
analytical measures were applied many times (Chisnall 2005:41). Interitem 
consistency reliability is used to “assess the reliability of a summated scale where 
several items are summed to form a total score” (Sekaran 2003:205). Sekaran 
(2003:205) contends that interitem consistency reliability is “a test of the 
consistency of respondents’ answers to all the items in a measure”.  
 
The most popular test of interitem consistency reliability is the Cronbach’s 
coefficient alpha. The higher the coefficients, the better the measuring instrument. 
The closer the reliability coefficient gets to 1.0, the better (Sekaran 2003:205). In 
general, reliabilities lower than 0.60 are considered to be poor, those in the 0.70 
range, are considered acceptable, and those over 0.80 are considered good 
(Sekaran 2003:205). 
 
Validity refers to the extent to which a specific research method measures “what it 
claims to measure” (Chisnall 2005:41). Construct validity was examined by using 
factor analysis.  
 
 
 
4.8 DATA ANALYSIS 
 
After the data have been collected, the next step in the research process is data 
analysis. The purpose of this analysis is to interpret and draw conclusions from 
the collected data. The researcher can use a variety of techniques, such as 
simple frequency analysis (percentages), descriptive sample statistics (mode, 
median, mean, range, standard deviation) or complex multivariate techniques 
(Gates & McDaniel 2005:65; Hair et al 2000:42). 
 
In the current study, the raw data was captured in MS Excel and analysed by 
using the statistical programme Statistica Version 6.1.  The data was analysed by 
using descriptive statistics and factor analysis. 
 
Factor analysis is a data and variable reduction technique that attempts to 
“partition a given set of variables into groups (called factors) of maximally 
correlated variables” (Parasuraman, Grewal & Krishnan 2004:523). A principal 
factor analysis with VARIMAX rotation was conducted on the 35 items measuring 
brands and brand awareness among the NMMU students with respect to coffee, 
sportswear clothing and shoes. Only factors with eigenvalues equal to or greater 
than 1 were considered significant and chosen for interpretation in the current 
study. Items with a score lower than 0.4 were excluded. In this study, a five-factor 
solution was deemed most appropriate, despite the fifth factor being omitted from 
further analysis because of the low item loadings. The results of the factor 
analysis will be reported in Chapter 5. 
4.9 SUMMARY 
 
This chapter discussed concepts such as research design, data sources, 
research methods, sampling design, questionnaire design, reliability and validity, 
and data analysis. 
 
Research design can be classified as exploratory, descriptive and causal. A 
descriptive design was deemed as most suitable for this study. Data sources 
included primary data and secondary data. 
 
The drop-off survey was deemed the most appropriate method for data collection. 
The types of questions used in the study, data analysis and the techniques used 
were also introduced in the last section of the chapter. Chapter 5 will report on the 
findings from the empirical study. 
 
 
 
 
 
 
 
 
 
 
CHAPTER 5 
 
FINDINGS OF THE EMPIRICAL RESEARCH 
 
5.1 INTRODUCTION 
 
In Chapter 4 the research design, data collection methods, questionnaire design 
and data analysis were discussed. The purpose of Chapter 5 is to report the 
findings of the empirical study. This chapter commences with a report on the 
demographic details of the respondents (Section B in questionnaire), then 
discusses the level of brand awareness of respondents (Section A in 
questionnaire and two multiple-choice questions in Section C) and reports on the 
findings relating to brand functions, advertising, brand elements and consumer 
decision-making (Section C in questionnaire).  
 
5.2 DEMOGRAPHIC DETAILS OF RESPONDENTS 
 
Demographic information collected from the respondents dealt with age, gender, 
ethnic group, frequency of buying per year (excluding coffee) and spending per 
year. 
 
 
 
 
5.2.1 Age, gender and ethnic group 
 
Table 5.1 shows a comparison based on age, gender and ethnic grouping of 
respondents for the three sets of products. Non-blacks included whites, 
Coloureds and others. 
 
TABLE 5.1 
RESPONDENTS’ AGE, GENDER AND ETHNIC GROUP 
 
Coffee Shoes Clothing 
Demographics (age, gender, ethnic) 
% % % 
Under 20 20.0 18.7 16.7 
20-25 70.7 67.3 72.7 
26-30  6.0  9.3  6.0 
Older than 30  3.3  4.7  4.6 
Age  
Total 
   100.0    100.0    100.0 
Female 50.0 49.3 50.0 
Male 50.0 50.7 50.0 Gender 
Total 
    100.0     100.0     100.0 
Black 50.0 49.3 49.3 
Non-black 50.0 50.7 50.7 
Ethnic 
group 
Total 
    100.0 100.0     100.0 
 
Table 5.1 shows that the majority of the respondents (for all three groups 
combined) were 25 and younger, with approximately 10% of the respondents 
being older than 25. In both the gender and ethnic groups the proportions across 
the three product groups were found to be almost similar. 
 
5.2.2 Frequency of buying sportswear shoes and clothing 
 
Eighty percent of the respondents bought shoes less often than twice a year. On 
average the respondents bought shoes 1.93 times a year. With regards to the 
sportswear clothing group, 45% of the respondents bought clothing more than 
twice a year. On average the respondents bought clothing 3.34 times a year. 
 
5.2.3 Spending on sportswear clothing and shoes and on coffee 
 
On average the respondents spent R1122.27 per year on sportswear shoes 
compared to the R1479.87 annually spent on sportswear clothing. An average of 
R37.56 per month is spent on coffee, resulting in an average annual amount 
spent of R450.72. 
 
5.3 LEVELS OF BRAND AWARENESS 
 
This section reports on the results relating to respondents’ level of brand 
awareness for sportswear clothing, sportswear shoes and coffee. The levels of 
brand awareness include brand recognition, brand recall and top of mind recall. In 
Section A of the questionnaire, Question 1 investigated brand recall, while 
Question 2 investigated top of mind recall. In Section C of the questionnaire, 
Question 36 and 37 investigated brand recognition (for coffee Question 35 and 
36). Emphasis was placed on brand recall and top of mind recall from a male and 
female, black and non-black perspective.  
 
5.3.1 Brand recall 
 
Based on respondents’ responses to Question 1, three degrees of brand 
awareness could be identified. Respondents, who listed up to three brand names, 
were deemed to have low brand awareness, while those who listed four to six 
brand names had medium brand awareness. Those respondents who listed 
seven or more names had high brand awareness. Results are shown in Table 5.2 
and Table 5.3 based on the gender and ethnic group of respondents. 
 
Table 5.2 shows that the degree of awareness differed according to gender, with 
more males showing high brand awareness for sportswear clothing and shoes 
than the females did. Proportionately, more male and female respondents showed 
a high degree of brand awareness for sportswear shoes and sportswear clothing 
than did those for coffee. Males were particularly aware of brands of sportswear 
shoes. 
 
 
 
TABLE 5.2 
BRAND AWARENESS ACCORDING TO GENDER  
 
Coffee Sportswear shoes Sportswear clothing 
% % % 
Degree of brand 
awareness 
Female Male Female Male Female Male 
Low 37.3 41.3 23.0 21.0 34.7 26.7 
Medium 40.0 36.0 33.8 29.0 34.7 30.7 
High 22.7 22.7 43.2 50.0 30.6 42.6 
Total 
  100.0 100.0    100.0 100.0    100.0 100.0 
 
TABLE 5.3 
BRAND AWARENESS ACCORDING TO EHTNIC GROUP 
 
Coffee Sportswear shoes Sportswear clothing 
% % % 
Degree of 
brand 
awareness  Black Non-black Black Non-black Black Non-black 
Low 41.3 37.3 25.7 18.4 32.4 29.0 
Medium 38.7 37.3 32.4 30.3 36.5 29.0 
High 20.0 25.4 41.9 51.3 31.1 42.0 
Total 
 100.0     100.0  100.0     100.0 100.0     100.0 
 
Table 5.3 shows that the degree of awareness differed according to ethnic group, 
with more non-blacks showing higher brand awareness for all three product 
groups than what blacks did. Generally, both blacks and non-blacks were more 
highly aware of sportswear shoes and clothing brands than of coffee brands. 
Non-blacks were particularly aware of brands of sportswear shoes. 
 
5.3.2 Top of mind recall 
 
Question 2 examined top of mind recall, namely, which brand comes to mind first. 
Table 5.4, Table 5.5 and Table 5.6 will respectively show top of mind recall for the 
three product groups. The most frequently mentioned coffee brands were Ricoffy 
(76%) and Frisco (12%). The rest of the respondents (12%) chose other brand 
names. Table 5.4 shows the distribution of those respondents who mentioned the 
two main brand names of coffee according to gender and ethnic group of 
respondents.  
TABLE 5.4 
“TOP OF MIND” BRAND NAMES OF COFFEE ACCORDING TO 
GENDER AND ETHNIC GROUP 
 
Gender Ethnic group 
% % Brand names 
Female Male Black Non-black 
Ricoffy 82.4 90.6 80.6 93.3 
Frisco 17.6  9.4 19.4   6.7 
Total 
    100.0    100.0     100.0     100.0 
 
Table 5.4 shows that Ricoffy was the coffee brand that took top of mind position 
particularly among males and non-blacks. Considerably more females than males 
thought of Frisco first. Almost three times as many blacks than non-blacks had 
Frisco at the top of their minds. 
 
In the case of sportswear shoes, the brands that came to mind first were Nike 
(55.3%), Adidas (19.3%) and Puma (18%). Table 5.5 shows the respondents who 
listed these brands as top of mind recall according to gender and ethnic group. 
The remainder of the respondents (7.4%) chose other brand names. 
 
TABLE 5.5 
“TOP OF MIND” BRAND NAMES OF SPORTSWEAR SHOES 
ACCORDING TO GENDER AND ETHNIC GROUP 
 
Gender Ethnic group 
% % Brand names 
Female Male Black Non-black 
Nike 57.1 62.3 53.6  65.7 
Adidas 18.6 23.2 23.2 18.6 
Puma 24.3 14.5 23.2 15.7 
Total 
    100.0     100.0     100.0     100.0 
 
Table 5.5 shows that the largest proportion of respondents chose Nike. Nike was 
mentioned by more males than females and more non-black than black 
respondents, while Adidas was mentioned by more males than females and more 
black than non-black respondents. 
 
In the case of sportswear clothing, the brands that came to mind first were also 
Nike (46%), Adidas (22%) and Puma (12%). The rest of respondents (20%) chose 
other brand names such as Billabong (7.3%) and Levi’s (3.3%). Table 5.6 shows 
the distribution of gender and ethnic group of the respondents who chose the 
three main brands. 
 
TABLE 5.6 
“TOP OF MIND” BRAND NAMES OF SPORTSWEAR CLOTHING 
ACCORDING TO GENDER AND ETHNIC GROUP 
 
Gender Ethnic group 
% % Brand names 
Female Male Black Non-black 
Nike 57.9 57.1 63.3 51.7 
Adidas 26.3 28.6 25.0 30.0 
Puma 15.8 14.3 11.7 18.3 
Total 
    100.0     100.0     100.0     100.0 
 
Table 5.6 shows that the largest proportion of respondents chose Nike. This 
proportion was, however, smaller than for Nike shoes. The proportion of females 
who chose the three brand names was almost equal to that of males. Nike was 
mentioned by more black than non-black respondents, while Adidas was 
mentioned by more non-black than black respondents. 
 
5.3.3 Brand recognition 
 
In Section C of the questionnaire, Questions 36 and 37 (Questions 35 and 36 in 
coffee questionnaire) were designed to examine brand recognition by 
respondents when provided with 18 brand names of coffee or 8 brand names of 
sportswear shoes or clothing. The aim of these questions was to identify which 
brand names were the most recognised ones. The results based on the five most 
chosen brand names in each product group are shown in Table 5.7. 
 
It is interesting to note from Table 5.7 that brand recognition and advertising had 
some common trends. Ninety-four percent of respondents have heard of Frisco 
coffee. Frisco was also the brand for which the most advertising was noticed. A 
similar pattern was evident in the case of Nike (sportswear shoes) and Levi’s 
(sportswear clothing). Major differences between the proportion of respondents 
who have heard of and seen some of the sportswear shoes and clothing 
advertising did, however, exist. For example, while 88.7% of respondents have 
heard of Lee clothing, only 27.3% respondents saw it advertised during the past 
six months. 
 
 
 
TABLE 5.7 
BRAND RECOGNITION ACCORDING TO PRODUCT 
 
Brand names heard of Brand names seen advertised 
Coffee Coffee 
 
   % respondents  % respondents 
Frisco 94.0 Frisco 72.7 
Ricoffy 93.3 Ricoffy 72.7 
Koffiehuis 86.0 Koffiehuis 52.7 
Ciro 70.7 Ciro 45.3 
P’n P Choice 62.0 P’n P Choice 45.3 
Sportswear shoes Sportswear shoes 
Nike 99.3 Nike 91.3 
Adidas 98.7 Adidas 88.0 
Puma 98.0 Reebok 66.0 
Reebok 97.3 Puma 64.7 
Diesel 93.3 Diesel 43.3 
Sportswear clothing Sportswear clothing 
Levi’s 97.3 Levi’s 84.0 
Billabong 96.0 Billabong 70.7 
Lee 88.7 Red 47.3 
Soviet 87.3 Soviet 47.3 
Red 78.0 Lee 27.3 
 
5.4 RESULTS OF THE FACTOR ANALYSIS 
 
Factor analysis using the statistical programme Statistica Version 6.1 was 
performed on the data sets for coffee, sportswear clothing and sportswear shoes. 
Five factors were extracted in each case of which four were deemed appropriate 
based on the values of Cronbach’s coefficient alpha, item loadings and relevance. 
The results are shown in Table 5.8 to Table 5.10. Four similar factors were 
extracted for coffee, sportswear clothing and sportswear shoes, but some items 
loaded differently. 
 
Table 5.8 shows the results of the factor analysis pertaining to coffee. 
Twenty-three items, all with an item loading above 0.4 (the lowest item loading 
was 0.45) loaded on four factors of which the Cronbach coefficient alpha scores 
ranged from 0.83 to 0.91. Cronbach coefficient alpha with a score of 0.60 is 
deemed acceptable, and a score over 0.80 is deemed good (Sekaran 2003:205). 
 
 
 
 
 
 
 
 
 
TABLE 5.8 
RESULTS OF FACTOR ANALYSIS FOR COFFEE  
 Item loading 
Factor 1: Brand functions  
Branded products are worth their price 0.75 
Branded products satisfy my expectations 0.68 
Branded products save me shopping time 0.65 
Well-known brands are of good quality 0.61 
Branded products are good quality 0.56 
The higher priced products are of a better quality 0.51 
Unknown brands are of low quality 0.45 
Cronbach    = 0.83    Variance explained = 22.07% 
Factor 2: Advertising  
Magazine advertising for coffee usually draws my attention 0.86 
Newspaper advertising for coffee usually draws my attention 0.85 
Radio advertising for coffee usually draws my attention 0.85 
Advertisements for coffee usually draw my attention 0.81 
Internet advertising for coffee usually draws my attention 0.78 
Television advertising for coffee usually draws my attention 0.74 
In-store advertising for coffee usually draws my attention 0.50 
Cronbach    = 0.91    Variance explained = 16.68% 
Factor 3: Brand elements  
I usually remember brand names that are easy to pronounce 0.88 
I usually remember brand names that are easy to spell 0.81 
I usually remember brand names that remind me of something 0.65 
Cronbach    = 0.84    Variance explained = 6.38% 
Factor 4: Consumer decision-making  
Brands make it easier to choose the product 0.76 
Brands influence my choice of purchase 0.68 
I usually choose the brand I know 0.66 
I prefer buying well-known brands 0.63 
If I have a choice I would buy the best quality 0.60 
I usually buy high quality products 0.55 
Cronbach    = 0.83    Variance explained = 5.10% 
 
 
 
 
 
 
 
 
Table 5.9 shows the results for sportswear clothing. Twenty-seven items loaded 
on four factors. The lowest item loading was 0.41, while the Cronbach coefficient 
alpha scores ranged from 0.78 to 0.85. 
 
TABLE 5.9 
RESULTS OF FACTOR ANALYSIS FOR SPORTSWEAR CLOTHING 
 
 Item loading 
Factor 1: Brand functions  
Branded products are worth their price 0.76 
Branded products save me shopping time 0.68 
Branded products satisfy my expectations 0.68 
The higher priced products are of a better quality 0.65 
Well-known brands are of good quality 0.58 
Branded products are of good quality 0.58 
Branded products display fashionable, attractive styling 0.41 
Cronbach    = 0.84   Variance explained = 24.66% 
Factor 2: Advertising  
Television advertising for clothing usually draws my attention 0.78 
Advertisements for clothing usually draw my attention 0.76 
Magazine advertising for clothing usually draws my attention 0.68 
Newspaper advertising for clothing usually draws my attention 0.63 
Radio advertising for clothing usually draws my attention 0.78 
In-store advertising for clothing usually draws my attention 0.54 
Internet advertising for clothing usually draws my attention 0.47 
Cronbach    = 0.84    Variance explained = 9.05% 
Factor 3: Brand elements  
I usually remember brand names that are easy to spell 0.85 
I usually remember brand names that are easy to pronounce 0.74 
I usually remember brand names that remind me of something 0.60 
Cronbach    = 0.78    Variance explained = 6.57% 
Factor 4: Consumer decision-making  
I usually buy the best-selling brands 0.61 
I usually choose well-advertised brands 0.61 
I am likely to buy the brand that I remember best 0.59 
I prefer buying well-known brands 0.58 
I can remember a number of different brands when purchasing 0.55 
I usually choose the brand I know 0.54 
I can think of more international brands than local ones 0.53 
I like attractive logos 0.48 
I take note of new brands coming into the market 0.47 
Brands influence my choice of purchase 0.46 
Cronbach    = 0.85    Variance explained = 4.46% 
Table 5.10 shows the results for sportswear shoes. Twenty-four items loaded on 
four factors. The lowest item loading was 0.41, while the Cronbach coefficient 
alpha scores ranged from 0.78 to 0.84. 
 
TABLE 5.10 
RESULTS OF FACTOR ANALYSIS FOR SPORTSWEAR SHOES  
 
 Item loading 
Factor 1: Brand functions  
Brands make it easier to choose the product 0.70 
Branded products are worth their price 0.65 
Brands influences my choice of purchase 0.64 
Branded products save me shopping time 0.62 
Branded products satisfy my expectations 0.55 
Branded products are of good quality 0.49 
I prefer buying well-known brands 0.49 
I usually choose the brand I know 0.46 
Cronbach    = 0.84    Variance explained = 23.21% 
Factor 2: Advertising 
Advertisements for shoes usually draw my attention 0.72 
Television advertising for shoes usually draws my attention 0.71 
Newspaper advertising for shoes usually draws my attention 0.60 
Radio advertising for shoes usually draws my attention 0.50 
Internet advertising for shoes usually draws my attention 0.49 
Magazine advertising for shoes usually draws my attention 0.48 
In-store advertising for shoes usually draws my attention 0.45 
Cronbach    = 0.79    Variance explained = 7.33% 
Factor 3: Brand elements  
I usually remember brand names that are easy to spell 0.80 
I usually remember brand names that are easy to pronounce 0.78 
I usually remember brand names that remind me of something 0.63 
I like attractive logos 0.41 
Cronbach    = 0.80    Variance explained = 5.05% 
Factor 4: Consumer decision-making  
I usually buy the best-selling brands 0.73 
Well-known brands are of good quality 0.67 
The higher priced products are of a better quality 0.66 
I usually choose well-advertised brands 0.64 
Unknown brands are of low quality 0.43 
Cronbach    = 0.78    Variance explained = 6.23% 
 
5.5 ANALYSIS OF MEAN SCORES FOR EACH PRODUCT GROUP 
 
In an attempt to reflect on the role of brands and brand awareness with respect to 
the three product groups, Table 5.11 to Table 5.13 were constructed. The mean 
scores obtained for each of the factor items as reported on a seven point 
Likert-scale were analysed. The comments below are provided in terms of brand 
functions, advertising, brand elements and consumer decision-making as 
discussed in Chapter 2 and Chapter 3. 
 
Items that loaded on the “Brand functions” factor describe the landmarking, 
decision simplification, guarantee, personalisation, social and status and 
pleasure-giving functions of brands. “Advertising” denotes the reaction of 
respondents to marketers’ use of advertising media as a tool for creating and 
increasing brand awareness. “Brand elements” serves to identify and differentiate 
the brand, and thus enhance brand awareness. “Consumer decision-making” 
refers to the role of brand awareness with respect to brands that enter the 
consideration set, are selected from the consideration set and determine the 
perceived quality of the brand.  
 
5.5.1 Mean scores for coffee 
 
Table 5.11 shows the mean scores of the questionnaire dealing with role of 
branding and brand awareness with respect to coffee brands. Table 5.11 indicates 
that most respondents agreed that the major branding function was that it helped 
them save shopping time (decision-simplification), followed by the guarantee 
function (good quality).  
 
It is interesting that respondents agreed that advertising did not seem to play an 
important role in the awareness of coffee brands (all mean scores were lower than 
4.0 on a 7-point scale). In-store advertising played the most important role in 
creating brand awareness, while Internet advertising was unimportant. 
 
Respondents also agreed that brand names that are easy to pronounce were 
more important than those that remind them of something.  
 
Perceived quality played a very important role in consumer decision-making 
(score of 6.10). Respondents also seemed to buy the coffee brands they know. 
 
TABLE 5.11 
MEAN SCORES FOR COFFEE ITEMS 
 Mean scores Std.Dev. 
Brand functions  4.54 1.20 
Branded products save me shopping time 5.11 1.74 
Branded products are good quality 4.88 1.68 
Branded products satisfy my expectations 4.85 1.65 
Well-known brands are of good quality 4.70 1.66 
Branded products are worth their price 4.57 1.79 
The higher priced products are of a better quality 4.42 1.82 
Unknown brands are of low quality 3.23 1.68 
Advertising  3.11 1.42 
In-store advertising for coffee usually draws my attention 3.93 1.85 
Television advertising for coffee usually draws my attention 3.88 1.93 
Advertisements for coffee usually draw my attention 3.42 1.87 
Magazine advertising for coffee usually draws my attention 2.96 1.78 
Radio advertising for coffee usually draws my attention 2.65 1.75 
Newspaper advertising for coffee usually draws my attention 2.57 1.72 
Internet advertising for coffee usually draws my attention 2.34 1.60 
Brand elements  4.60 1.69 
I usually remember brand names that are easy to pronounce 4.71 1.97 
I usually remember brand names that remind me of something 4.68 1.83 
I usually remember brand names that are easy to spell 4.40 1.99 
Consumer decision-making  5.59 1.15 
If I have a choice I would buy the best quality 6.10 1.44 
I usually choose the brand I know 5.78 1.33 
Brands make it easier to choose the product 5.64 1.58 
Brands influence my choice of purchase 5.35 1.78 
I usually buy high quality products 5.34 1.59 
I prefer buying well-known brands 5.31 1.61 
 
5.5.2 Mean scores for sportswear clothing 
 
Table 5.12 shows the mean scores of each item with respect to sportswear 
clothing. 
TABLE 5.12 
MEAN SCORES FOR SPORTSWEAR CLOTHING ITEMS 
 
 Mean scores Std.Dev. 
Brand functions  4.98 1.09 
Branded products display fashionable, attractive styling 5.45 1.46 
Branded products are of good quality 5.41 1.47 
Well-known brands are of good quality 4.94 1.54 
Branded products satisfy my expectations 4.80 1.47 
Branded products save me shopping time 4.79 1.90 
The higher priced products are of a better quality 4.66 1.69 
Branded products are worth their price 4.58 1.71 
Advertising  4.42 1.26 
Magazine advertising for clothing usually draws my attention 5.37 1.64 
Advertisements for clothing usually draw my attention 5.03 1.71 
In-store advertising for clothing usually draws my attention 4.94 1.62 
Television advertising for clothing usually draws my attention 4.92 1.80 
Newspaper advertising for clothing usually draws my attention 3.95 1.84 
Internet advertising for clothing usually draws my attention 3.68 1.97 
Radio advertising for clothing usually draws my attention 3.07 1.75 
 
Brand elements  4.70 1.54 
I usually remember brand names that are easy to pronounce 4.94 1.86 
I usually remember brand names that remind me of something 4.59 1.83 
I usually remember brand names that are easy to spell 4.57 1.86 
Consumer decision-making  4.88 1.09 
I usually choose the brand I know 5.37 1.57 
I like attractive logos 5.31 1.58 
Brands influence my choice of purchase 5.25 1.71 
I can think of more international brands than local ones 5.05 1.68 
I can remember a number of different brands when purchasing 5.01 1.73 
I prefer buying well-known brands 4.95 1.66 
I am likely to buy the brand that I remember best 4.57 1.80 
I usually choose well-advertised brands 4.50 1.61 
I take note of new brands coming into the market 4.41 1.71 
I usually buy the best-selling brands 4.37 1.64 
 
Table 5.12 indicates that branded products were believed to display fashionable, 
attractive styling (personalisation, social and status function). Quality (guarantee 
function) was also important to respondents. They seemed to believe that 
well-known clothing brands were of good quality.  
 
Respondents mostly noticed magazine advertising for sportswear clothing. This 
was followed by in-store and television advertising, while radio and Internet 
advertising were unimportant. 
 
Table 5.12 furthermore shows that brand names that are easy to pronounce were 
more easily remembered than those that remind them of something. 
 
Respondents tended to buy the sportswear clothing brands they know, but did not 
necessarily buy the best-selling or well-advertised brands of sportswear clothing. 
The respondents also seemed to like attractive logos. 
5.5.3 Mean scores for sportswear shoes 
 
Table 5.13 shows the mean scores of responses dealing with the brand 
awareness and sportswear shoes brands. Table 5.13 indicates that most 
respondents agreed that the major branding function was decision-simplification 
(choose the brand they know, making it easier to choose the product). 
 
Like with sportswear clothing, respondents mostly noticed in-store advertising for 
sportswear shoes, followed by magazine advertising. Newspaper, radio and 
Internet advertising were unimportant. 
 
Table 5.13 shows that the respondents were attracted by logos and usually 
remember brand names that are easy to pronounce. 
 
Well-known brands were perceived to be of good quality. Respondents also 
seemed to agree that higher priced products are of a better quality. 
 
 
 
 
 
 
 
 
TABLE 5.13 
MEAN SCORES FOR SPORTSWEAR SHOES ITEMS 
 Mean scores Std. Dev. 
Brand functions  5.35 1.05 
I usually choose the brand I know 5.89 1.36 
Brands make it easier to choose the product 5.64 1.54 
Brands influences my choice of purchase 5.47 1.53 
I prefer buying well-known brands 5.44 1.48 
Branded products are of good quality 5.37 1.45 
Branded products save me shopping time 5.19 1.76 
Branded products satisfy my expectations 5.03 1.41 
Branded products are worth their price 4.79 1.78 
Advertising  4.07 1.19 
In-store advertising for shoes usually draws my attention 5.06 1.65 
Magazine advertising for shoes usually draws my attention 4.97 1.72 
Advertisements for shoes usually draw my attention 4.55 1.88 
Television advertising for shoes usually draws my attention 4.32 1.87 
Internet advertising for shoes usually draws my attention 3.61 2.06 
Newspaper advertising for shoes usually draws my attention 3.57 1.87 
Radio advertising for shoes usually draws my attention 2.43 1.51 
Brand elements  4.92 1.49 
I like attractive logos 5.44 1.54 
I usually remember brand names that are easy to pronounce 4.91 2.03 
I usually remember brand names that are easy to spell 4.73 2.05 
I usually remember brand names that remind me of something 4.60 1.82 
Consumer decision-making  4.53 1.26 
Well-known brands are of good quality 5.10 1.49 
The higher priced products are of a better quality 4.85 1.76 
I usually choose well-advertised brands 4.61 1.85 
I usually buy the best-selling brands 4.34 1.87 
Unknown brands are of low quality 3.78 1.66 
 
5.6 A COMPARISON OF MEAN SCORES ACCORDING TO 
           RESPONDENTS’ DEMOGRAPHICS 
 
One of the objectives of the study was to determine the differences in brand 
awareness based on the demographic variables of the respondents. The results 
are shown in Tables 5.14 to 5.16. 
Table 5.14 shows a comparison for coffee according to respondents’ gender and 
ethnic group. 
 
TABLE 5.14 
FACTOR MEAN SCORES FOR COFFEE  
ACCORDING TO RESPONDENTS’ GENDER AND ETHNIC GROUP 
 
Mean scores 
Factor name 
Female Male Black Non-black 
1 Brand functions 4.53 4.55 4.47 4.60 
2 Advertising 3.28 2.94 3.12 3.09 
3 Brand elements 4.80 4.40 4.83 4.36 
4 Consumer decision-making 5.60 5.58 5.49 5.68 
 
Table 5.14 shows that brand awareness played a very important role in consumer 
decision-making when buying coffee. Advertising played almost no role, 
especially in the case of males. Brand elements had a higher score in the case of 
blacks than it had for non-blacks. The findings (not shown in Table 5.14) revealed 
that brand names and logos are more important to females than to males. 
 
Table 5.15 shows the factor mean scores for sportswear clothing according to 
respondents’ gender and ethnic group. 
 
 
 
TABLE 5.15 
FACTOR MEAN SCORES FOR SPORTSWEAR CLOTHING  
ACCORDING TO RESPONDENTS’ GENDER AND ETHNIC GROUP 
 
Mean scores 
Factor name 
Female Male Black Non-black 
1 Brand functions 4.87 5.08 4.99 4.96 
2 Advertising 4.57 4.28 4.71 4.14 
3 Brand elements 4.92 4.48 5.07 4.34 
4 Consumer decision-making 4.78 4.98 4.87 4.89 
 
It is clear from Table 5.15 that the mean scores were very similar for all factors, 
irrespective of gender or ethnic group. The most notable difference was with 
respect to brand elements and ethnic group. 
 
Table 5.16 shows the factor mean scores for sportswear shoes according to 
respondents’ gender and ethnic group. 
 
 
 
 
 
 
 
TABLE 5.16 
FACTOR MEAN SCORES FOR SPORTSWEAR SHOES 
ACCORDING TO RESPONDENTS’ GENDER AND ETHNIC GROUP 
 
Mean scores 
Factor name 
Female Male Black Non-black 
1 Brand functions 5.49 5.22 5.41 5.29 
2 Advertising 4.31 3.83 4.31 3.84 
3 Brand elements 5.17 4.68 5.02 4.83 
4 Consumer decision-making 4.65 4.42 4.43 4.64 
 
Again, a fairly similar distribution was found across factor scores and 
demographic variables. Females, however, had higher scores than males in 
terms of all four factors. 
 
The lowest mean score was that of advertising, which tends to show that 
advertising does not play a very important role in creating brand awareness for 
sportswear shoes. 
 
5.7 SUMMARY 
 
The empirical findings of the research were discussed in Chapter 5. Firstly, the 
demographic details of respondents answering the questions related to coffee, 
sportswear clothing and sportswear shoes were discussed, taking into 
consideration the age, gender and ethnic group of the respondents. Thereafter 
the frequency of purchase made of sportswear clothing and of sportswear shoes 
were also reported. 
 
Secondly, three levels of brand awareness were discussed, namely, brand recall, 
top of mind recall and brand recognition, with special emphasis being placed on 
brand recall and top of mind recall according to gender and ethnic group. 
 
Thirdly, in order to identify the role of brands and brand awareness with respect to 
coffee, sportswear clothing and sportswear shoes among the NMMU students, 
the data was factor analysed, using the statistical programme Statistica Version 
6.1. Four factors were deemed appropriate based on the values of Cronbach’s 
coefficient alpha (Cronbach’s coefficient alpha higher than 0.60) for each product 
group. The four factors resulting, namely, brand functions, advertising, brand 
elements and consumer decision-making were linked to discussions in Chapter 2 
and Chapter 3. 
 
To compare the results based on demographic variables, the mean scores for the 
each factor were calculated. It was found that brand awareness played an 
important role in consumer decision-making whilst buying coffee. All four factors 
(brand functions, advertising, brand elements and consumer decision-making) 
were relevant in the case of sportswear clothing and sportswear shoes. Black 
respondents tended to be pay more attention than non-blacks to advertising and 
brand elements. Female respondents tended to pay more attention to advertising 
and brand elements in the case of sportswear shoes than males did, while black 
respondents tended to attach more importance to advertising than non-blacks did. 
 
A synopsis of the study, the conclusions, as well as recommendations pertinent to 
this study are presented in Chapter 6. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER 6 
 
SYNOPSIS, CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
 
To attract new customers and maintain existing ones, organisations need a 
distinguishing element that will make consumers identify and buy their products. 
Such an element can be a successful product brand. 
 
An important step in ensuring a successful product brand, is to create and build 
brand awareness, reach consumers’ minds, and encourage consumers to 
develop a preference for the brand. Brand awareness is essential for the whole 
process to occur as for consumers to buy a brand, they must first be made aware 
it. 
 
Young consumers play an important role in the marketplace as they exert much 
influence on the allocation of spending power across a growing number of product 
categories. Many young consumers are students, and thus represent a 
specialised market segment for a variety of goods and services. Therefore, an 
understanding of students’ brand awareness is very important to marketers. 
 
This study investigated NMMU students’ awareness of coffee, sportswear clothing 
and sportswear shoes brands. The link between brand awareness and brand 
functions, advertising, brand elements and consumer decision-making, was also 
investigated, taking cognisance of differences based on gender and ethnic group. 
 
The current chapter provides a synopsis of the study, followed by conclusions and 
recommendations based on the findings. 
 
6.2 SYNOPSIS OF THE STUDY  
 
Chapter 1 commenced with an overview of the rationale and background to the 
study, a discussion of the importance and role of branding and brand awareness, 
the growing youth market, and the role brand awareness can play in the 
purchasing of high-involvement and low-involvement products. The main problem 
and sub-problems were identified and the objectives were listed. 
 
The research design was introduced whereafter the delimitation of the research 
was set out, various concepts defined, and a brief overview of related literature 
given. Chapter 1 concluded with an explanation of the significance of the research 
and an outline of the study. 
 
Chapter 2 started with a discussion of the meaning of brands and branding from 
differing perspectives. Three types of brands were discussed, namely, 
manufacturer brands, private distributor brands and generic brands. A brand 
holds a number of functions for consumers and organisations. Brands provide five 
functions for consumers, namely, a landmarking function, a decision simplification 
function, a guarantee function, a personalisation, social and status function, and a 
pleasure-giving function. Likewise, for organisations, brands fulfil the seven 
functions of communication, protection, positioning, price, added value, 
capitalisation and customer loyalty. 
 
Chapter 3 highlighted brand awareness. Brand awareness is the first step in 
building brand equity and is the foundation of brand knowledge. Brand awareness 
consists of brand recognition and brand recall. Brand recognition requires 
consumers to correctly identify a brand as being previously seen or heard.  Brand 
recall requires consumers to correctly retrieve the brand from memory when given 
the product category. In addition, brand awareness can also be classified into 
three levels, namely, brand recognition (lowest level), brand recall (next level) and 
top of mind recall (highest level). 
 
Advertising and brand elements as marketing elements can create and enhance 
brand awareness. Different advertising media play different roles in brand 
awareness. Brand elements such as the brand name, logo, symbol, slogan and 
package serve to identify and differentiate the brand.   
 
Brand awareness also plays an important role in consumer decision-making by 
influencing which brands enter the consideration set, using a heuristic (simple 
decision rule) to choose brands from the consideration set and by its influence on 
the perception of quality. 
 
Chapter 4 focused on the research methodology. Descriptive research was 
selected as the choice of design for the study. Appropriate methods of research 
were discussed in the light of the requirements for this study. The collection of 
data was described in terms of primary and secondary data. A drop-off survey was 
chosen to obtain empirical data for the study. Data analysis techniques were 
discussed in the final section of this chapter. 
 
Chapter 5 contained the results and analysis of the empirical study. The chapter 
began with a discussion of the demographic details of the respondents, followed 
by an indication of the levels of brand awareness, brand functions, advertising, 
brand elements and consumer decision-making with respect to coffee, sportswear 
clothing and sportswear shoes. 
 
6.3 CONCLUSIONS AND RECOMMENDATIONS 
 
The main objective of the study was to identify brand awareness of selected 
categories of products (coffee, sportswear clothing and sportswear shoes) among 
students at the NMMU. The conclusions are presented in a similar order as the 
objectives of the study and the topics discussed in Chapter 2 and Chapter 3. 
 
6.3.1 Brand functions 
 
As suggested by the literature as discussed in Chapter 2, the brand provides a 
landmarking function, a decision simplification function, a guarantee function, a 
personalisation, social and status function and a pleasure-giving function for 
consumers (Keller 2003b; Lamb 2000).  These functions were relevant to 
respondents’ purchase of coffee, sportswear clothing and sportswear shoes to 
different degrees. The decision simplification and guarantee functions were most 
applicable in buying coffee, while the personalisation, social and status function 
and guarantee function played a more significant role in the case of sportswear 
clothing. The decision simplification function was particularly relevant to buying 
sportswear shoes. The results support the views of Assael (2004), Oh and Fiorito 
(2002) and Hoyer and Brown (1990). Assael (2004) and Hoyer and Brown (1990) 
found that consumers use simple decision rules to buy a branded product in a 
low-involvement situation (as in coffee).  The importance of a brand label 
reflecting a wearer’s self-identify and social identity suggested by Oh and Fiorito 
(2002) was supported by the findings on sportswear clothing. 
 
It thus seems evident that in purchasing a low-involvement product, brands have 
a decision simplification and a guarantee function, while brands have various 
functions in the case of high-involvement products. Hence, marketers of coffee 
could use advertising and promotion to familiarise consumers with the brand. By 
ensuring consistent good quality, marketers can provide consumers with a 
guarantee on what to expect from a particular coffee brand. Marketers of 
sportswear clothing and shoes in turn could use advertising and promotion to 
introduce their product brand. An attractive label could help to reflect a wearer’s 
self-identify and social identity. 
 
6.3.2 Levels of brand awareness 
 
As explained in Chapter 3, brand awareness exists on three levels, namely, brand 
recognition, brand recall and top of mind recall (Mariotti 1999). The empirical 
findings showed some important links between brand recognition and advertising 
in all three product groups. Repeated exposure in advertising is linked to higher 
levels of product recognition. The results are in line with findings by Aaker (1991), 
Rossiter and Percy (1997) and Yoo et al (2000), who suggest that advertising 
plays an important role in creating and increasing brand awareness. Hence, 
marketers could utilise advertising to create and enhance product recognition. For 
example, coffee brands such as Ciro and P’n P Choice, sportswear clothing 
brands such as Lee and Red, sportswear shoes brands such as Puma and Diesel 
may consider more advertising to improve the recognition of their brands. The 
findings showed that these brands are known, but were not often seen advertised 
over the past six months. 
 
As far as brand recall was concerned, the empirical findings showed that students 
had higher brand awareness for sportswear shoes and clothing than for coffee. 
This implies that students had higher brand awareness for high-involvement 
products than for low-involvement products. 
 
In addition, the empirical findings showed that male students had higher brand 
awareness with respect to sportswear clothing and shoes than did female 
students, while non-black students had higher brand awareness than blacks in all 
three products groups.  It was interesting that brand awareness differed between 
male and female students in the case of high-involvement products but not for the 
low-involvement product. Non-black students were more brand aware than blacks 
in the case of high-involvement and low-involvement products.  Hence, marketers 
of high-involvement products could attempt to raise the brand awareness of 
female students. Similarly, since blacks showed lesser brand awareness than did 
non-blacks, and given the size of the South African black market, attempts could 
be put in place to create and improve brand awareness among this group.  
 
The empirical findings showed that the brand which came to mind first (top of 
mind recall) was the same for the majority of respondents.  With respect to coffee, 
the first brand that came to mind was Ricoffy, while Nike was uppermost in the 
minds of the majority of students. The higher the position of the brand in the 
consumer’s mind, the more likely the purchase intention. Woodside and Wilson 
(1985) state that the more easily the consumer recalls the brand, the higher the 
purchase intention and the more likely the purchase of the brand. This implies that 
consumers are more likely to choose Ricoffy when buying coffee, and more likely 
to choose Nike when buying sportswear clothing and sportswear shoes.  
 
Marketers of other brands such as Frisco coffee, Adidas and Puma sportswear 
clothing and sportswear shoes could employ more advertising to create and 
improve awareness of their brands and move them to more favourable positions 
in consumers’ minds. 
 
6.3.3 Advertising 
 
Chapter 3 highlighted the role that advertising plays in creating and increasing 
brand awareness. However, the empirical findings showed that the role of 
advertising differ among the three products. Advertising played an important role 
in awareness of sportswear shoes and clothing brands, while it was far less 
important for coffee. With respect to sportswear shoes and clothing products, 
in-store advertising and magazine advertising played an important role in creating 
brand awareness, while newspaper, radio and Internet advertising were 
unimportant. Although advertising did not seem to play an important role in 
awareness of coffee brands, in-store advertising and television advertising were 
more important than other media in creating brand awareness. Marketers of 
coffee can thus successfully employ in-store advertising and television 
advertising to create and enhance the brand in consumers’ minds, while 
marketers of sportswear clothing and shoes could use in-store and magazine 
advertising to achieve and enhance brand awareness.  
 
In addition, black and female students were particularly attracted by advertising 
for sportswear shoes and clothing, indicating their likelihood of noticing applicable 
advertising. Gender and ethnic group made no difference in the case of 
advertising for coffee products. 
 
 
 
6.3.4 Brand elements 
 
As explained in Chapter 3, Keller (2003b) suggested that brand elements could 
be chosen to enhance brand awareness. The empirical findings supported these 
views. The results showed that brand elements enhanced brand awareness but 
played different roles in the case of the three selected products. Brand name was 
the most important element to enhance brand awareness in coffee products, while 
brand name and logo were important for sportswear shoes and clothing products. 
Hence, respondents seemed to pay more attention to brand names in 
low-involvement situations, while in high-involvement situations, they also attach 
importance to other brand elements. Marketers of coffee could focus on the brand 
name while marketers of sportswear clothing and sportswear shoes could 
concentrate on the brand name and the logo. An attractive logo and symbol, 
together with a short, easy to pronounce and easily remembered name could be 
effective in creating and enhancing brand awareness.  
 
The role of brand elements differed based on gender and ethnic group. Brand 
elements were more important to black students than non-black students in the 
case of sportswear clothing, while female students were more easily influenced by 
brand elements than what males were in the case of sportswear shoes. This 
implies that there is a relationship between demographic variables, brand 
elements and brand awareness.   
 
 
6.3.5 Consumer decision-making 
 
As explained in the literature review, brand awareness plays an important role in 
consumer decision-making by influencing which brands enter the consideration 
set; which of the brands are used as a heuristic (simple decision rule); and the 
perception of quality (MacDonald & Sharp 2000). Hoyer and Brown (1990) found 
that brand awareness is used as a heuristic in low-involvement situations such as 
the preference of peanut butter where consumers may engage in little active 
search for information to aid their choices. This theory was supported by the 
findings of the current study with respect to coffee. The findings of the current 
study also showed that brands tend to represent a particular perception of quality. 
 
Taylor and Cosenza (2002) state that most consumers establish their brand 
preferences between the ages of 15 to 25. Marketers to students could utilise the 
potential opportunities to create brand awareness and brand preference among 
this group of consumers and so establish future preferences and possible brand 
loyalty. 
 
6.4 LIMITATIONS OF THE STUDY AND FUTURE RESEARCH 
 
A limitation of this research is that it only involved NMMU students. Further 
research could extend the focus to other groups of consumers. Another limitation 
is that it only examined coffee, sportswear shoes and sportswear clothing  
 
products. Future research could extend product categories to include other 
high-involvement and low-involvement products, and even services. 
 
In-store and magazine advertising were shown to be important in brand 
awareness in the case of sportswear clothing and sportswear shoes. It, however, 
has to be determined whether advertisements featuring the products only or 
featuring the products together with models, are most effective. 
 
Since differences in brand awareness and the role of gender and ethnic group 
were found, it would be significant to know whether the gender or ethnic group of 
the model used in advertisements play any role. 
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    ID 
ANNEXURE A: QUESTIONNAIRE FOR COFFEE 
 
                                                                01-Sep-2005 
Dear Sir/Madam 
 
I am studying towards an M-Tech degree in Marketing at the Nelson Mandela Metropolitan 
University. This questionnaire is part of an M-Tech Marketing dissertation. The aim of the 
dissertation is to investigate the brand awareness of students at the Nelson Mandela Metropolitan 
University. 
 
Kindly assist me by spending 10 minutes on completing the attached questionnaire. The 
information you provide will be kept strictly confidential and only aggregate figures will be reported. 
 
Thank you for your time. Please return the completed questionnaire to the deliverer! 
 
 
Yours sincerely, 
Wei Huang 
 
SECTION A: BRAND NAMES 
 
 coffee 
1 What brand names of coffee can you think of? 1. 
2. 
3. 
4. 
5. 
6. 
7. 
8 
2 When you think of the coffee brands, which one comes to 
mind first? 
 
 
SECTION B: DEMOGRAPHICS 
1 Age: 1. Under 20 
2. 20-25 
3. 26-30 
4. Older than 30 
2 Gender: 1. Female  
2. Male 
3 Ethnic group: 1. White 
2. Black 
3. Coloured 
4. Others 
4 On average, how much do you spend on coffee per 
month? 
 
 
                                             
                                            PLEASE TURN THE PAGE 
SECTION C: BRANDS AND BRAND AWARENESS 
 
For each of the following statements, please circle the number that indicates your level of 
agreement as it applies to your buying or intent of buying coffee. 
“1=Completely disagree, 4=Neutral, 7=Completely agree” 
 
 
 
                                                                                 Completely        Completely 
 disagree               agree 
 coffee 
1 Brands influence my choice of purchase. 1 2 3 4 5 6 7 
2 Brands make it easier to choose the product. 1 2 3 4 5 6 7 
3 Branded products are of good quality. 1 2 3 4 5 6 7 
4 Buying new brands is exciting. 1 2 3 4 5 6 7 
5 Branded products save me shopping time. 1 2 3 4 5 6 7 
6 Branded products are worth their price. 1 2 3 4 5 6 7 
7 Branded products satisfy my expectations. 1 2 3 4 5 6 7 
8 Advertisements for coffee usually draw my attention. 1 2 3 4 5 6 7 
9 Television advertising for coffee usually draws my 
attention. 
1 2 3 4 5 6 7 
10 Radio advertising for coffee usually draws my attention. 1 2 3 4 5 6 7 
11 Magazine advertising for coffee usually draws my 
attention. 
1 2 3 4 5 6 7 
12 Newspaper advertising for coffee usually draws my 
attention. 
1 2 3 4 5 6 7 
13 In-store advertising for coffee usually draws my attention. 1 2 3 4 5 6 7 
14 Internet advertising for coffee usually draws my attention. 1 2 3 4 5 6 7 
15 I usually remember brand names that are easy to 
pronounce.  
1 2 3 4 5 6 7 
16 I usually remember brand names that are easy to spell. 1 2 3 4 5 6 7 
17 I usually remember brand names that remind me of 
something. 
1 2 3 4 5 6 7 
18 I pay attention to slogans in advertising. 1 2 3 4 5 6 7 
19 I like attractive logos. 1 2 3 4 5 6 7 
20 When I want to buy coffee, I can easily remember a 
number of different brands. 
1 2 3 4 5 6 7 
21 I am likely to buy the brand that I remember best. 1 2 3 4 5 6 7 
22 I can think of more international brands than local ones. 1 2 3 4 5 6 7 
23 I take note of new brands coming into the market. 1 2 3 4 5 6 7 
24 I prefer buying well-known brands. 1 2 3 4 5 6 7 
25 I usually choose the brand I know. 1 2 3 4 5 6 7 
26 I usually choose well-advertised brands. 1 2 3 4 5 6 7 
27 I usually buy the best-selling brands. 1 2 3 4 5 6 7 
28 I would consider buying unknown brands. 1 2 3 4 5 6 7 
29 I usually buy high quality products. 1 2 3 4 5 6 7 
30 If I have a choice, I would buy the best quality. 1 2 3 4 5 6 7 
31 I assume that brands I have heard of are of good quality. 1 2 3 4 5 6 7 
32 The higher priced products are of a better quality. 1 2 3 4 5 6 7 
33 Well-known brands are of good quality. 1 2 3 4 5 6 7 
34 Unknown brands are of low quality. 1 2 3 4 5 6 7 
 
 
 
1. Ciro 7. Frisco 13. St olivers 
2. Kloof 8. Clifton 14. Koffiehuis 
3. Kenna 9. Caturra 15. Woody cape 
4. Perco 10. Filtera 16. P’nP choice 
5. Ricoffy 11. Eduscho 17. Sumatran pride 
35 Which of the following brands have you 
heard of (Tick all that apply)? 
6. Jacobs 12. Importers 18. House of coffees 
1. Ciro 7. Frisco 13. St olivers 
2. Kloof 8. Clifton 14. Koffiehuis 
3. Kenna 9. Caturra 15. Woody cape 
4. Perco 10. Filtera 16. P’n P choice 
5. Ricoffy 11. Eduscho 17. Sumatran pride 
36 Which brands have you seen advertised 
in the past six months (Tick all that 
apply)? 
6. Jacobs 12. Importers 18. House of coffees 
 
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    ID 
ANNEXURE B: QUESTIONNAIRE FOR SPORTSWEAR CLOTHING 
                                                                     01-Sep-2005                                                      
Dear Sir/Madam 
 
I am studying towards an M-Tech degree in Marketing at the Nelson Mandela Metropolitan 
University. This questionnaire is part of an M-Tech Marketing dissertation. The aim of the 
dissertation is to investigate the brand awareness of students at the Nelson Mandela Metropolitan 
University. 
 
Kindly assist me by spending 10 minutes on completing the attached questionnaire. The 
information you provide will be kept strictly confidential and only aggregate figures will be reported. 
 
Thank you for your time. Please return the completed questionnaire to the deliverer! 
 
 
Yours sincerely, 
Wei Huang 
 
SECTION A: BRAND NAMES 
 
 Sportswear clothing 
(not shoes) 
1 What brand names of sportswear clothing (not shoes) can 
you think of? 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8 
2 When you think of the sportswear clothing (not shoes) 
brands, which one comes to mind first? 
 
 
SECTION B: DEMOGRAPHICS 
1 Age: 2. Under 20 
2. 20-25 
3. 26-30 
4. Older than 30 
2 Gender: 1. Female  
2. Male 
3 Ethnic group: 1. White 
2. Black 
3. Coloured 
4. Others 
4 How many times do you buy sportswear clothing (not 
shoes) per year? 
 
 
5 On average, how much do you spend on sportswear 
clothing (not shoes) per year? 
 
 
 
                                                    PLEASE TURN THE PAGE 
 
SECTION C: BRANDS AND BRAND AWARENESS 
 
For each of the following statements, please circle the number that indicates your level of 
agreement as it applies to your buying or intent of buying sportswear clothing (excluding shoes). 
 “1=Completely disagree, 4=Neutral, 7=Completely agree” 
 
 
 
                                                                                 Completely      Completely 
 disagree              agree 
 
Sportswear clothing 
(not shoes) 
1 Brands influence my choice of purchase. 1 2 3 4 5 6 7 
2 Brands make it easier to choose the product. 1 2 3 4 5 6 7 
3 Branded products are of good quality. 1 2 3 4 5 6 7 
4 Branded products display fashionable, attractive styling. 1 2 3 4 5 6 7 
5 Buying new brands is exciting. 1 2 3 4 5 6 7 
6 Branded products save me shopping time. 1 2 3 4 5 6 7 
7 Branded products are worth their price. 1 2 3 4 5 6 7 
8 Branded products satisfy my expectations. 1 2 3 4 5 6 7 
9 Advertisements for clothing usually draw my attention. 1 2 3 4 5 6 7 
10 Television advertising for clothing usually draws my 
attention. 
1 2 3 4 5 6 7 
11 Radio advertising for clothing usually draws my attention. 1 2 3 4 5 6 7 
12 Magazine advertising for clothing usually draws my 
attention. 
1 2 3 4 5 6 7 
13 Newspaper advertising for clothing usually draws my 
attention. 
1 2 3 4 5 6 7 
14 In-store advertising for clothing usually draws my attention. 1 2 3 4 5 6 7 
15 Internet advertising for clothing usually draws my attention. 1 2 3 4 5 6 7 
16 I usually remember brand names that are easy to 
pronounce.  
1 2 3 4 5 6 7 
17 I usually remember brand names that are easy to spell. 1 2 3 4 5 6 7 
18 I usually remember brand names that remind me of 
something. 
1 2 3 4 5 6 7 
19 I pay attention to slogans in advertising. 1 2 3 4 5 6 7 
20 I like attractive logos. 1 2 3 4 5 6 7 
21 When I want to buy clothing, I can easily remember a 
number of different brands. 
1 2 3 4 5 6 7 
22 I am likely to buy the brand that I remember best. 1 2 3 4 5 6 7 
23 I can think of more international brands than local ones. 1 2 3 4 5 6 7 
24 I take note of new brands coming into the market. 1 2 3 4 5 6 7 
25 I prefer buying well-known brands. 1 2 3 4 5 6 7 
26 I usually choose the brand I know. 1 2 3 4 5 6 7 
27 I usually choose well-advertised brands. 1 2 3 4 5 6 7 
28 I usually buy the best-selling brands. 1 2 3 4 5 6 7 
29 I would consider buying unknown brands. 1 2 3 4 5 6 7 
30 I usually buy high quality products. 1 2 3 4 5 6 7 
31 If I have a choice, I would buy the best quality. 1 2 3 4 5 6 7 
32 I assume that brands I have heard of are of good quality. 1 2 3 4 5 6 7 
33 The higher priced products are of a better quality. 1 2 3 4 5 6 7 
34 Well-known brands are of good quality. 1 2 3 4 5 6 7 
35 Unknown brands are of low quality. 1 2 3 4 5 6 7 
 
36 Which of the following brands have you heard of (Tick all 
that apply)? 
1. Levi’s 
2. Lee 
3. Billabong 
4. OBR 
5. Soviet 
6. Free-Edgars 
7. Gotcha 
8. Red 
37 Which brands have you seen advertised in the past six 
months (Tick all that apply)? 
1. Levi’s 
2. Lee 
3. Billabong 
4. OBR 
5. Soviet 
6. Free-Edgars 
7. Gotcha 
8. Red 
9. Others, please specify: 
(a) 
(b) 
(c) 
 
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    ID 
ANNEXURE C: QUESTIONNAIRE FOR SPORTSWEAR SHOES 
 
                                                               01-Sep-2005 
Dear Sir/Madam 
 
I am studying towards an M-Tech degree in Marketing at the Nelson Mandela Metropolitan 
University. This questionnaire is part of an M-Tech Marketing dissertation. The aim of the 
dissertation is to investigate the brand awareness of students at the Nelson Mandela Metropolitan 
University. 
 
Kindly assist me by spending 10 minutes on completing the attached questionnaire. The 
information you provide will be kept strictly confidential and only aggregate figures will be reported. 
 
Thank you for your time. Please return the completed questionnaire to the deliverer! 
 
 
Yours sincerely, 
Wei Huang 
 
SECTION A: BRAND NAMES 
 
 Sportswear shoes 
(not clothing) 
1 What brand names of sportswear shoes can you think of? 1. 
2. 
3. 
4. 
5. 
6. 
7. 
8 
2 When you think of the sportswear shoes brands, which 
one comes to mind first? 
 
 
SECTION B: DEMOGRAPHICS 
1 Age: 3. Under 20 
2. 20-25 
3. 26-30 
4. Older than 30 
2 Gender: 1. Female  
2. Male 
3 Ethnic group: 1. White 
2. Black 
3. Coloured 
4. Others 
4 How many times do you buy sportswear shoes per year?  
 
5 On average, how much do you spend on sportswear 
shoes per year? 
 
 
                                         
PLEASE TURN THE PAGE 
SECTION C: BRANDS AND BRAND AWARENESS 
 
For each of the following statements, please circle the number that indicates your level of 
agreement as it applies to your buying or intent of buying sportswear shoes (excluding clothing). 
“1=Completely disagree, 4=Neutral, 7=Completely agree” 
 
 
 
                                                                                 Completely        Completely 
 disagree                agree 
 
Sportswear shoes 
(not clothing) 
1 Brands influence my choice of purchase. 1 2 3 4 5 6 7 
2 Brands make it easier to choose the product. 1 2 3 4 5 6 7 
3 Branded products are of good quality. 1 2 3 4 5 6 7 
4 Branded products display fashionable, attractive styling. 1 2 3 4 5 6 7 
5 Buying new brands is exciting. 1 2 3 4 5 6 7 
6 Branded products save me shopping time. 1 2 3 4 5 6 7 
7 Branded products are worth their price. 1 2 3 4 5 6 7 
8 Branded products satisfy my expectations. 1 2 3 4 5 6 7 
9 Advertisements for shoes usually draw my attention. 1 2 3 4 5 6 7 
10 Television advertising for shoes usually draws my 
attention. 
1 2 3 4 5 6 7 
11 Radio advertising for shoes usually draws my attention. 1 2 3 4 5 6 7 
12 Magazine advertising for shoes usually draws my 
attention. 
1 2 3 4 5 6 7 
13 Newspaper advertising for shoes usually draws my 
attention. 
1 2 3 4 5 6 7 
14 In-store advertising for shoes usually draws my attention. 1 2 3 4 5 6 7 
15 Internet advertising for shoes usually draws my attention. 1 2 3 4 5 6 7 
16 I usually remember brand names that are easy to 
pronounce.  
1 2 3 4 5 6 7 
17 I usually remember brand names that are easy to spell. 1 2 3 4 5 6 7 
18 I usually remember brand names that remind me of 
something. 
1 2 3 4 5 6 7 
19 I pay attention to slogans in advertising. 1 2 3 4 5 6 7 
20 I like attractive logos. 1 2 3 4 5 6 7 
21 When I want to buy shoes, I can easily remember a 
number of different brands. 
1 2 3 4 5 6 7 
22 I am likely to buy the brand that I remember best. 1 2 3 4 5 6 7 
23 I can think of more international brands than local ones. 1 2 3 4 5 6 7 
24 I take note of new brands coming into the market. 1 2 3 4 5 6 7 
25 I prefer buying well-known brands. 1 2 3 4 5 6 7 
26 I usually choose the brand I know. 1 2 3 4 5 6 7 
27 I usually choose well-advertised brands. 1 2 3 4 5 6 7 
28 I usually buy the best-selling brands. 1 2 3 4 5 6 7 
29 I would consider buying unknown brands. 1 2 3 4 5 6 7 
30 I usually buy high quality products. 1 2 3 4 5 6 7 
31 If I have a choice, I would buy the best quality. 1 2 3 4 5 6 7 
32 I assume that brands I have heard of are of good quality. 1 2 3 4 5 6 7 
33 The higher priced products are of a better quality. 1 2 3 4 5 6 7 
34 Well-known brands are of good quality. 1 2 3 4 5 6 7 
35 Unknown brands are of low quality. 1 2 3 4 5 6 7 
36 Which of the following brands have you heard of (Tick all 
that apply)? 
1. Nike 
2. Adidas 
3. Reebok 
4. Puma 
5. Diesel 
6. Soviet 
7. New Balance 
8. La Coste 
37 Which brands have you seen advertised in the past six 
months (Tick all that apply)? 
1. Nike 
2. Adidas 
3. Reebok 
4. Puma 
5. Diesel 
6. Soviet 
7. New Balance 
8. La Coste 
9. Others, please specify: 
(a) 
(b) 
(c) 
 
 
 
 
 
THANK YOU FOR YOUR TIME!!! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
